JUNE 1951 


ESSE NPTEmIALIOILRE VEE W 


SL iereet - SOAPS FLAVORS 


FOR A KIT WITH 


Here is a sampling idea for industrial manufacturers and 
suppliers. A tie-in and multiple sale merchandising suggestion 
for consumer manufacturers. 

Pack your selected products in Wirz tubes, assemble these 
tubes in convenient kits for over the counter sales or industrial 
sampling—you'll boost acceptance and sales. 

Write today for your copy of Wirz folder—“‘Collapsible Metal 
Tubes.” It contains complete data and valuable suggestions for 
tube use. 


New York 17, N. Y. Chicago 4, lil. Memphis 2, Tenn. Los Angeles 48, Calif. Havang, Cuba 
50 E. 42nd St. 80 E. Jackson Bivd. Wurzburg Bros. 435 S. La Cienega Bivd. Roberto Ortiz & Son 


Export Division—760 Drexel Bidg., Philadelphia 6, Pa. 


Collapsible Metal Tubes - Lacquer Linings - Wax Linings - Westite Closures - Soft 
Palmer Streets, Chester, Pa. Metal Tubing - Household Can Spouts - Applicator Pipes - Compression-Injection Molding 
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MYSORE 
SANDALWOOD OIL 


Since 1913, when the Mysore Department of One of the most famous of Mysore’s many prod- 
Industries was instituted, the industrial Me oT ucts is Sandalwood—Santalum Album 
and agricultural development of My- wna = (Linné). Obtained from selected My- 


sore has gone steadily ahead. Plans to SOL TCaS LOWED DIE sore heartwood, Genuine Mysore 


develop Mysore’s vast resources will con- ae a Sandalwood Oil, distilled at our 


tinue a record of progress that has earned for My- Linden, N. J., plant, is the chosen standard 


sore its proud title of “The model state of India.” of purest quality by all leading Perfumers. 
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WwW. JI. BUSH & CO. 


INCORPORATED 
Essential Oils * Aromatic Chemicals * Natural Floral Products 


11 EAST 38TH STREET, NEW YORK 16, N. Y. * LINDEN, N. J. 


NATIONAL ©eetyyv. CALIFORNIA . LONDON : MITCHASA WIODNES 
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American Distilled Oils 


lyn Factory 


OILS 


CLOVE BALSAM PERU OPOPONAX 
NUTMEG CELERY PIMENTO 
ORRIS LIQUID, Conc. GERANIOL OLIBANUM 
STYRAX CITRONELLOL SANDALWOOD 
CASCARILLA PATCHOULY 


also LINALOOL - CITRAL . EUGENOL ° RHODINOL 


RESIN LIQUIDS 


OLIBANUM STYRAX 
LABDANUM BALSAM PERU 
OPOPONAX BALSAM TOLU 
ORRIS BENZOIN TONKA 


Essential Oils @ Aromatic Chemicals e@ Perfume Materials e Cola 


' OFFERING ROSE ABSOLUTE 
66 Years of continuous quality service— 
suppliers and manufacturers of— 
Essential Oils + Aromatic Materials + Flavg 









































GEORGE LUEDERS & CO. 
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Yes, more than 80% of all 
the lemon oil used in the 
United States is Exchange 


Lemon Oil! 




























This overwhelming endorse- 





ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers guality... ¢ 
quality in the form of superior 

flavor and unmatched clarity 


' 
| 
and uniformity. 


























Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


Distributed in the United States exclusively by 
DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 
FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 


eT 


Producing Plant: 


Exchange Lemon Products Co., Corona, Calif. 
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yal sells your products 


Creative Perfumery is the art and science of producing the correct, 


the perfect fragrance for any given product. More .. . Creative 
Perfumery is the dynamics of Fragrance applied to modern 
merchandising for easier selling . . . for more satisfied customers. 
With original notes, subtle compositions and imaginative 
harmonies D&O Creative Perfumery can become a compelling 
and successful factor in your Sales picture. Consult D&O 





DO; DODGE & OLCOTT, INC. 


180 Varick Street - New York 14,N. Y. 





ATLANTA « BOSTON « CHICAGO « CINCINNATI « DALLAS © LOS ANGELES « PHILADELPHIA’ ST LOUIS « SAN FRANCISCO 
ESSENTIAL OLS + AROMATIC CHEMICALS + PERFUME BASES + VANILLA + FLAVOR BASES 
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SHEET-FED PAPERBOARD GIVES ABSOLUTE FIDELITY IN 
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A new field of packaging for the PERFUME, COS- 
METIC AND TOILET GOODS INDUSTRY has just 
been opened by the ROBERT GAIR COMPANY 
through the installation of SHEET-FED gravure 


presses for multi-color printing of folding cartons. 


This spectacular new and exclusive development allows color printing 
perfection, formerly associated with art reproductions on fine papers, 
to be applied on paperboard... thus eliminating expensive outside 


wraps on your cartons. 


With this new GAIR-gravure process, wider illustrations of a product 
can be printed on the package, unlimited types of art and the widest 
range of color-photographic techniques can now be used... pastel 
tones often used on PERFUME, COLOGNE AND TOILET GOODS 


Demonetration of ence: dhe Sans iat alii cartons can be reproduced with the utmost delicacy, fidelity, realism. 


‘ that produce Gair folding cartons by sheet-fed 
gravure method. This artistic gravure printing achievement will enhance the persuasive 


eye-appeal of your cartons, as well as provide worthwhile economies. 


Low costs prevail even on short runs. 


Write for sample and complete information about 
i GAIR’s new Gravure printing process for multi-color cartons. 





ROBERT GAIR COMPANY, INCORPORATED 


NEW YORK e TORONTO 
PAPERBOARD e FOLDING CARTONS ¢ SHIPPING CONTAINERS 
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HEADLINERS 
THE STILL POPULAR 


sé 
ologne Stick ree 6s 


by RICHFORD 


JOINED BY MOU oy. 


TOP PACKAGING ATTRACTION 
ee e | a Taine Cologne 


Stick tlie IMMEDIATELY AVAILABLE 


. B48 PLAIN (polished brass top) 
B48 FANCY (polished brass top) 
(both hold 2% oz. net) 
. B31 (polythene snap cap) (% oz. net.) 
. B32 (threaded pol. brass cap) (1 oz. net) 





2 > 


a ibs by RICHFORD 


on 


WRITE FOR SAMPLES 


RICHFORD CORPORATION 


251 FOURTH AVENUE ¢ NEW YORK, N. Y. 
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When looking fer a new Sragrance 








THE ENGLISH... THE ITALIAN... THE SPANISH TOUCH 


THE DUTCH... 
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Keep in mind that for over a century we have developed 


in France the basic materials which you will have to use in your formula... 
WE HAVE IN 


NEUILLY even NEW YORK 


s22%28 


. 








a team of French perfumers 
who are at your disposal.. 





...to assist you 
with your creations 





PONT, INC. = 
366 MADISON AVENUE, NEW YORK 17, NEW YORK = _ SA 


Chicago Branch Los Angeles Branch 
510 NORTH DEARBORN STREET 5517 SUNSET BOULEVARD, HOLLYWOOD 


Sole agents in United States and Canada for 
ROURE-BERTRAND FILS et JUSTIN DUPONT 


Grasse (A. M.) France Argenteuil (S.&O.) France 
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Your Product will be in good company at the 
Private Brand Division of Avon Products, Ince. 


The good companions will be those well-estab- 
lished brands of fine cosmetics and toiletries that 
are forging ahead, steadily building regular repeat 
sales . . . quality products whose manufacture is 
confidently entrusted to the skilled care of an ex- 
perienced staff of workers under the direction of 
cosmetic technicians of renowned ability. Avon’s 
executive staff includes specialists in every branch 
of cosmetic and toiletries production. 


Avon’s laboratories have had more than 60 years 
of experience in the manufacture of quality cos- 
metics and toiletries . . . experience for which there 
is no quick substitute. And it is that experienced 
treatment that keeps a quality product in the best 
company at the point of sale. 

If your plans call for increased volume, why not 
at least explore the possibility of improving your 


eae 
quality. 


pocclw. 


30 Rockefeller Plaza, New York 20, New York 


STRATEGICALLY LOCATED PLANTS & LABORATORIES 


Suffern, New York e Pasadena, California e« Montreal, Canada 
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a brilliant achievement in synthesis... 


FELT e i % Never before has anyone succeeded in 


producing synthetically a// of the full, rich, 
characteristic notes of true otto of rose. 
3 T T Bes oe F ae eG %y = While most of the constituents of 
otto of rose have been known for many 
years, and while many good simulations 
ALTER NATE F. c. have been made, true reproduction of the 

natural product has never been achieved 
before. Felton’s achievement is the discovery 


and synthesis of those very important but 
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elusive constituents present in minute 


On Ae ane gga IN ge ee 


quantities in Bulgarian otto of rose, and 
this development has enabled our perfumers 
to create the remarkably authentic 

Otto of Rose Alternate F.C. 


AROMATICS * PERFUME BASES + ESSENTIAL OILS 


ELTON CHEMICAL CO. INC er 
"% 7 « 


599 Johnson Avenve, Brooklyn 6, N. Y. to perfumers 
PLANTS: Brooklyn, MY. * Les Angeles, Cal. * Montreal, Que, * Paris, France ald satidlietiens ol sical 
SALES OFFICES: Atlenta * Boston * Chicage * Dalles * Philadelphio * St. Lovis * Telede* Terente qualities will onty come to you fr 
Stocks Corried in Principal Cities OST Sei egret eet 
Teena 
aT Balensials ov 
t Seer iim a ea: 


» equally amazing 


FOR SAMPLE AND QUOTATION... 
write your name, title & address here & send it to us. 
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yy provides character and continuity 


to an entire line of products 


Srable, economical and versatile, the Mayas are 


invaluable in maintaining a given fragrance throughout 
a line of related products such as a cream, cologne, 


powder, rouge, soap, ete. 


lhe Wayas include such favorites as our 


Maya Fougere 4650 and our Maya Millefleurs 4707, a 
variety of fine Parisian bouquets, and a full line of fresh 


floral odors. 


Write us about your products 
and we will be glad to offer 


suggestions and further details. 


SCHIMMEL & CO... INC. 





601 West 26th Street, New York 1, N. Y. 
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. an appealir j-fashioned garden 


—TURN THE PAGE 










ALBERT VERLEY AND CO., Inc. 
472 W. Superior St., Chicago 10, Illinois 
114-116 East 25th St., New York 10, N. Y. 


MEFFORD CHEMICAL CO. 
1026 Santa Fe Ave., Los Angeles 21, Calif. 


ALBERT VERLEY AND CO., Inc. 
222 Front St., East, Toronto, Ontario 


Representatives in all principal cities 
throughout the world. 





SEY & COMPANY ’S 


Porites the early-morning sweetness 


of the Nicotinia Assimis fragrance 


In the old-fashioned gardens of a bygone day, they planted ‘‘Sweet 
Tobacco” or ‘Shooting Star’’ — now technically 

known as ‘“‘Nicotinia Assimis’’ — directly under bedroom 
windows, so that its fragrance might be wafted 

into the sleeping chambers during the early morning hours when 


it is sweetest. 


Picture, if you will, a sweet, powerful blend of Jasmin, 
Tuberose, Carnations, and Roses — with just a bit of the 
pungency of the Narcisse. Nicotinia Verley is offered 
to you as a glorified replica of this fragrant American garden 


favorite. It can be used in all toilet goods. 


For a new, appealing note, or inspiration to create an entirely 
new formula, we suggest Nicotinia Verley. Write for 


working samples and prices. 
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Ihe label is a most important part of your selling package. 
And when your label is an H-A “glass on glass” production, 


’ 


you have a beautiful and permanent message. 





For on glistening crystal bottles or on dignified opal jars your brand name 
and your design become an integral part of the package 

Available in colors that compliment your product, 

they become part of the decoration of the containe: ; 


and provide a label that can never come off 
—it’s fired in the glass 


cd 
Tay HAZEL-ATLAS GLASS COMPANY, WHEELING, WEST VIRGINIA 
7 


‘a. 


anufacturers who 
demand the very 
finest in natural raw 
materials for their 
Perfumery, Soaps and 
Cosmetics, inquire 
first at P. Robertet 


PRODUCTS AVAILABLE 
FROM P. ROBERTET INCLUDE: 


BUTAFLORS ESSENTIAL OILS RESINOIDS 


Iris Geranium Clove 
Jasmin Lavandin Iris 
Rose de Mai Rose Otto Geranium 


Violet Leaves Rosemary Vetyvert 


P. Robertet Ine., 125 East 23rd Street * New York 10, N. Y. 


THE NEW YORK OFFICE OF P. ROBERTET & CIE. © GRASSE, FRANCE 
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Leaders in Lanolin Research and Development 


110 EAST 42nd STREET . NEW YORK 17, N. Y. 
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Photo of high vacuum distillation equipment at Mamaroneck plant. 


ROBINSON WAGNER CO.,INC. 
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Here is a tried-and-true way to make your line even more marketable and 
profitable . . 


. use pure, stable Verona aromatic chemicals for your bases. 


Then your perfumes, creams, toilet waters or soaps will reach the point-of-sale 
. . . proving ground of quality . . . just as you made them. . . with their 
fragrances as flower-fresh and appealing as when they left your plant. 


amuskal 
ambre e-342 
opoponax ambre e-392 


aldehyde e-317 


cyclamal 


ED mates ES 





| Verona specialties 


For freshness and life in your compound, add 1/10% to %4% Amuskal. 
Produces natural Tonquin Musk effect. 


Add 2% to 3% of this characterful Ambre to produce the deep, sweet 
Ambre note for your perfume’s appealing final effect. 


| Indicated in fragrances of Oriental type; adds piquancy to the Ambre 
| note. Use from 2% to 5%. 


Provides the top note to the first arresting fragrance. Add only 42% to 1% 
for surprising results. 


* rose e-131 + ionones «+ floranol 


SOLE AGENT IN THE U.S. A. FOR J. & E. SOZIO, GRASSE, FRANCE 
MOUSSE DE CHENE ABSOLUTE ¢ MOUSSE DE CHENE BRUT 
STYRAX * OLIBANUM * OPOPONAX « TOLU © RESINOIDES 


AROMATICS DIVISION 


VERONA CHEMICAL COMPANY @ 26 VERONA AVE., NEWARK, N. J. 
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Founded in the glamorous 
period preceding the French 
Revolution, the House of Antoine 
Chiris has, since 1768, stood for 
high quality standards in the 


Essential Oil and Aromatic Indus- 


tries. 


Its exclusive occupation since its 
inception is producing of 
Essential Oils, Floral Absolutes 
and Aromatic Specialties—from 
materials garnered the wide world 
over, many grown on Chiris’ own 
plantations. 


THE INTEGRITY OF CHIRIS 
PRODUCTS HAS WITHSTOOD 
THE TEST OF TIME. 


ANTOINE 


GRASSE 
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PARIS NEW YORK 


In each city there is a Chiris 


organization pooling all 
the experience and technical 


resources of nearly 200 years of 
activity in the world’s Essential Oil 


and Aromatic Industries. 


Me 


' 


~") 


ae 
4 ths 





WE 


LONDON SAO PAULO 


We regard it as a privilege to 


consult on your aromatic problems. 


Our creative laboratories are at 


your service. 


Om > i ie ae a 


119 WEST 57th STREET, NEW YORK 


19, N.Y. 
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$22.00 per trial lb. 


Because of the unprecedented price rise, and 
continued expected market tightness of Geranium 
Bourbon and its derivatives, we recommend the use of 


Rhodinol Synthetic Synfleur. 


Rhodinol Synthetic Synfleur is a straight aromatic 
chemical, highly purified and rigidly controlled. 
For this reason it has met with very wide acceptance 


throughout the frangrance consuming industry. 


Rhodinol Synthetic Synfleur gives excellent 
results in the manufacture of perfumes, creams, 
powders, lip-sticks, and toilet soaps. To the perfumer 
seeking that irreplaceable deep rose note it represents 


outstanding quality at a reasonable price. 


Order a trial lb. or request a working sample today. 


ORATORY, 
\s "A 


=. 


¥ 
4 


. Look to Experience for Savings 


+ 
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FOUNDED i689 BY ALOIS VON ISAKOVICS 


CHICAGO . MELBOURNE ° BURMA HONG KONG ° BOGOTA a 
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RHODINOL SYNTHETIC SYNFLEUR 


Si yrulleur-S cientific Laboratories, Inc — Menticello,WV. ¥. 


ATLANTA - DETROIT - NEW YORK - HAVANA - RIO DE JANEIRO - MEXICO, D. F. 


CIUDAD TRUJILLO ° GUAYAQUIL * GUATEMALA CITY + CALCUTTA @ WELLINGTON 
MANAGUA * PANAMA * ASUNCION * MANILA ° SAN SALVADOR s MONTEVIDEO 
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Why are Jimmy and Timmy 


like DREYER SYNTHETIC SCENTS? 


The kids are twins. You can’t tell them apart. 


It’s not too easy, even for perfume experts, to tell Dreyer 
Synthetic Scents from the original odors. 

The natural products are stable—Dreyer Floral Creations 
and Bouquets are very stable and easy to work with. 

They have lasting body and substance. Dreyer chemists 
have made them more uniform than Nature’s 

scents usually are. 

Dreyer prices will stay stable, too! Dreyer Floral Creations 
and Bouquets cost you less to buy—and keep on 

costing you less to use. For more profitable perfume 
products, start depending on Dreyer Synthetics. See 
what you'll save. Send for samples today. 


P. R. DREYER Inc. ate 


19th STREET, NEW YORK 11, N. 


_ _ for Essential Oils, 
Aromatic Chemicals, Perfume Compounds 


YOUR NAME 
STREET 
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esiderata 


by MAISON G. pbENAVARRE 


Perfume Evaporation 


Our little Belgian contemporary 
Alchimist brings out a very valuable 
point in the consideration of a fra- 
grance, namely that one should not 
depend entirely on the so-called 
“evaporation test.” The long lasting 
properties of a_ fragrance have 
nothing to do with quality or good 
formulation. Yet many times buyers 
of perfume oils as well as the con- 
sumer of the finished article look at 
the tenacity of the fragrance as a 
major criterion of quality and 

value. In fact in one of the con- 
sumer public ations appearing about 
a year ago in their evaluation of a 
number of perfumes popular on the 
American market, used tenacity as 
one of the criterions of the qu: ality. 
Said criterion having been devised 
by supposedly a reputable consult- 
ant. 

Tenacity can have drawbacks, 

a woman uses one fragrance during 
the day and hopes to use another 
one at night she is bound to have a 
clash unless she uses complimentary 
fragrances. 


Wave Shampoos 


Several months ago (March) this 
Department carried a story point- 
ing out that wave shampoos are 
wrong. A number of reasons were 
given for making this statement. 

Recently Mr. Ray Reed, Vice 
President in Charge of Research at 
the Toni Company read the story 
and rebutted according to the fol- 
lowing portions quoted directly 
from his letter, with his permission. 

“I am just catching up with my 
reading after my wonderful vaca- 
tion and I was quite surprised to 
note in Desiderata, for March, that 
you are still crying in the wilder- 
ness about the dangers of thioglyco- 
lates. I wonder if you realize how 
alone you are out there in the wilds 
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and that no one, who has followed 
home permanent waving closely, 
suffers from many of the inhibitions 
that apparently still plague you. 

“You say, in referring to thiogly- 
colates, that ‘they might cause harm 
under certain conditions of use and 
among some people.’ What a state- 
ment! You could apply this to prac- 
tically every cosmetic I have ever 
known. 

“You further state that in the 
usual waving process, every effort is 
made to keep the solution off the 
scalp. Ed, this is sheer nonsense and 
you know it. Our Toni consumers 
make no real effort to keep the 
solution off the scalp and in my 
long exposure to professional beau- 
ticians, I have seen very few who 
exercised any real precautions. 

“I feel very strongly that if there 
was ever a question of thioglycolates 
being sensitizers, the Toni Com- 
pany has answered it. Without re- 
gard to all our medical research, the 
fact that the Toni process has now 
been practiced about 100 million 
times, with the incidence of sensiti- 
zation practically nil, proves be- 
yond any laboratory program that 
thioglycolates have no real sensi- 
tizing potential. As a matter of fact, 
in the course of a current medical 
program, we are working like mad 
trying to sensitize someone. In spite 
of drastic conditions of application, 
we have not succeeded. 

“The professional shampoo wav- 
ing process that you refer to was 
probably the Deterjalized system 
and it did have a neutralizing step. 
It was a machineless waving sys- 


tem and it failed, not because of 


any medical problems, but because 
of the age-old difficulties behind the 
instruction of thousands of beau- 
ticlans in a new technique. The 
thio normality involved was 1.5 and 
the hair and scalp was treated un- 
der shampooing conditions for fif- 
teen minutes! 





M. G. deNavarre at work in his laboratory 


“You have stated that the aver- 
age home wave customer does not 
get a long-lasting wave and, as a 
result, she repeats the process too 
often. These statements have no 
basis in fact whatsoever. The aver- 
age Toni customer gets a Toni once 
every 9 months. For many sound 
technical reasons, her wave is more 
permanent than most beauty shop 
waves. The typical beauty shop cus- 
tomer gets a wave every 8 months. 
This certainly supports the argu- 
ment that beauty shop waves are 
less permanent than home waves. 

“You have made a further point 
about abraded scalps and how they 
might react to thioglycolates. Frank- 
ly, I used to worry about this too, 
and out of excess caution, we still 
advise our customers not to proceed 
with a wave if their scalp or hands 
are tender or irritated. Many of our 
customers do a good job of ignoring 
these instructions and no complica- 
tions result. In our own clinic, we 
have waved many heads represent- 
ing undesirable scalp conditions, 
but all we have observed is that if 
anything the waving treatment has 
a beneficial effect on scalp erup- 
tions. 

“Please understand that I go with 
you in your broad notion that the 
home waving shampoos now on the 
market are undesirable products. 
They are undesirable however, not 
for the reasons you state, but rather 
because the customer, even if she 
follows the manufacturer’s direc- 
tions, is unable to induce a_ per- 
manent wave in her hair. Moreover, 
as a function of the rinsing step, 
they may leave the hair with the 
subtle odor of an irritated skunk.” 

It is good that technical men 
don’t agree with each other because 


June, 1951 437 





\ Bit 


Lae ee 


Sheffield—first to put toothpaste in 
tubes, in 1892—has served pack- 
agers for over half a century in 
producing billions of tubes for— 
MEDICINAL ointments — salves — 
jellies—extracts. 

DRUG AND COSMETIC pastes— 
creams — shaving preparations — 
deodorants — depilatories. 
INDUSTRIAL AND HOUSE- 
HOLD cements—adhesives—com- 
pounds — greases — paints — 
fillers — food pastes, syrups, and 
creams. 


All types of tin, tin-coated, alumi- 
num, lead, and Sheffalloy tubes. Free 
samples and catalog. Remember, 
packaging in Sheffield Tubes gives 
your product a container that is... 
Sturdy * Safe * Sanitary * Smart 
Convenient. 
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Have You A Product That’s Better Packaged In Tubes? 


You definitely do—if you make or sell products of 
soft or creamy consistency. Virtu- 
ally all except an_ insignificant 
minority of such products are now 
successfully packaged in Sheffield 
Process collapsible tubes. 

You definitely do—if bulk and weight are now 
critical cost factors in your ware- 
housing and shipping—if break- 
age is high in handling and ship- 

ing. 

You definitely doll you want a complete packag- 
ing service. Tube filling . . . tube 
cartoning . . . complete package 
shipment direct to your markets 
from our branch offices—at Shef- 
field, these additional services are 
yours at minimum expense. 

For value all the way, specify Sheffield Tubes. It 

pays to use the best. 


THE SHEFFIELD TUBE CORPORATION 


HOME 


h AVE 


EXPORT: 





138 June, 1951 


OFFICES - 


Ease) 


900 FIFTH AVE. N.Y 


NEW LONDON, CONN. 
ARCH T. C. SHEFFIELD 


GO 16, iLL 3132 CANAL ST LOS ANGELE hn eee 7024 MELROSE AVE 


CABLE “DENTIFRICE NEW YORK 


The American Perfumer 








in this way the truth is brought out. 
While Ray Reed and I don’t agree 
on the dangers of thioglycolates 
(and there are many others who 
don’t agree with me on this point) 
we do agree on the fact that wave 
shampoos are wrong regardless of 
my reasons or those of Ray Reed. 
While I believe everything that 
you say Ray, let me just mention 
that Downing (Arch. of Dermatol. 
& Syphilol., 63, 561, 1951) has not 
been as unlucky as you in finding 
people who can be sensitized or ir- 
ritated by “thio” compounds. In 
patch testing 223 subjects, ages 18 
to 34, 101 of whom had previous 
cold waves, 20 were sensitive to 
thioglycerol lotions, 24 had reac- 
tions to ammonium thioglycolate 
solutions, 8 reacted to both. Re- 


tests on 213 subjects showed 102 re- 
actions to one or the other “thio” 
compounds with approximately 1/3 
as many sensitive to thioglycolates 
as to thioglycerol. Downing con- 
cludes that thioglycerol has a more 
severe sensitizing effect, more pro- 
longed and more constant than 
thioglycolate. Even so he would get 
approximately 10 per cent reactions 
to thioglycollate lotions, and to me 
that is a lot. 

I was delighted to hear from Ray 
and to get his permission to pub- 
lish this letter because it rather 
crystallizes the attitude of the indus- 
try towards some of the things this 
Department has said about thiogly- 
colates. Therefore regardless of my 
dogged belief I must concede that 
one hundred million Tonis can’t 
be wrong. Many thanks, Ray Reed. 


Questions and Answers 


$74: Pine Bath Compound 


Q. Will you kindly tell me as to 
where I can find a formula for a 
good aromatic pine bath oil com- 
pound, Or if you can furnish one, 
please forward the same. F. R. 
Ohio 


A. We suggest that you visit the 
public library and read any of the 
several books on pe rfume com- 
pounds which are on the open 
shelf. These will give you formulas 
for numerous pine bath com- 
pounds. As to the formula itself, 
you can start by dissolving the per- 
fume ina per cent sulfonated 
oil of whatever concentration you 
find desirable or you can dissolve it 
in almost any solvent of your hearts 
desire in whatever concentration 
you can afford. 


875: Hair Waving Lotion 


Q. We are interested in duplicat- 
ing a hair waving lotion which 
combines the ammonium thio- 
glycolate with a shampoo. Could 
you give us some working formula- 
tions on this product and its advan- 
tages, if any, over the more com- 
monly employed ammonium thio- 
glycolate solutions. S. H. M. Minne- 
sota 


A. We consider it to be potentially 
dangerous to mix ammonium thio- 
glycolate with a shampoo. The 
thioglycolate is in contact with the 
scalp in the presence Of highly sur- 
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face active material in considerable 
concentration and conceivably can 
be sensitizing. Even more so there is 
some question about the effective- 
ness of such a method of relaxing 
hair for the purpose of later oxidiz- 
ing it into a new permanent wave. 
In formulation, replace water with 
the thioglycollate solution in a 
cream shampoo. Make adequate 
tests as to the effect on hair and 
scalp before offering such an item 
for sale. We are sending you the 
name of principal producers 
of thioglycolates under separate 
cover, 


876: Powdered Silk Supply 


Q. Can you give me a formula in- 
corporating powdered silk or pow- 
dered satin as one of the ingredi- 
ents for a liquid hand lotion and 
also the addresses and suppliers for 
the powdered silk and satin. 
J]. C. A. Mass. 


A. To our knowledge powdered silk 
has been offered only from the lab- 
oratory of Dr. Hotz of France, and 
is not made in the United States. 


877: Color Shampoo 


Q. We refer to Maison G. deNa- 
varre’s article about Home Hair 
Dyeing in the December issue, 
American Perfumer, and would 
ask you to be kind enough to in- 
form us what kind of shampoo is 
used for color shampoos. We sup- 





pose it is a synthetic detergent, and 
that acid fast colours are to be 
used. As to the hair colour rinses, 
would granulated acid tartaric be 
suitable? Kindly direct us as much 
as you possibly can. What is the 
composition of Clairol for instance 
and also of Miss Clairol? M. P. Can- 
ada 


A. The shampoo that works with 
acid fast colours will have to be of 
the synthetic detergent. Name of 
suppliers of blended shades are be- 
ing sent to you. There are mate- 
rials sold based on tartaric acid 
containing about %4 per cent of 
suitable acid fast colour. Suppliers 
names go to you separate ly. We do 
not know the composition of the 
two items you mention. 


878: Lotions with Luster 


Q. We are having difficulty in lo- 
cating a source for fibroin or silk 
scraps to incorporate in a hand lo- 
tion to acquire a_ scintillating 
sheen-like appearance. We would 
also appreciate a formula for after 
shave lotion incorporating capsi- 
cum and would like to know a 
source for this chemical. J. A. C. 
Conn. 


A. Replying to your letter of re- 
cent date sent to the New York of- 
fice, silk scrap is not used in mak- 
ing lotions with a_ scintillating 
sheen like appearance. This is ob- 
tained by proper processing and 
formulation. One of the most im- 
portant things being that you use 
triple pressed stearic acid or its 
equivalent, with an alkali such as 
potassium hydroxide or triethanol- 
amine. We do not recommend the 
addition of capsicum to a shave lo- 
tion. If you insist on putting it in 
however, you can get it from any 
of the perfume or flavor houses 
whose advertisements appear mn 
each issue of the American 
Perfumer. 


879: High Pearl 


Q. It is believed that our inability 
to get high pearl in our hand lo- 
tion that we have run is because of 
too high mixing speeds and aera- 
tion which hinders or prevents 
pearl. Will you suggest mixing 
speeds for both products. F. C. Ohio 


A. High pearl is not dependent 
upon speed of mixing but on the 
type of stearic acid that you get. 
Be sure that you have good triple 
pressed stearic acid, and use either 
potassium hydroxide or triethanol- 
amine. 
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E. really fine flowery fragrance—be it in creams, lotions, 
powders or even extract or cologne strength—you will find that Floralie 
No. 21] gives amazing results at surprisingly low cost. 
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The price of Floralie No. 21 is $7.50 the pound or 60 cents the 


trial ounce, and only by actually examining this new creation can you | 
really appreciate its outstanding value—perfume-wise and dollar-wise! 
We shall be glad to send you a testing sample of Floralie No. 21 


upon request. 
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THE AMERICAN PERFUMER AND ESSENTIAL OIL REVIEW ° 


Oxidative Stability of 
Orange Oil as Related 
to Method of Extraction 


J. W. KESTERSON and R. HENDRICKSON* 


OR many years it has been recognized that some 

lots and types of orange oil are more stable to- 

ward oxidative spoilage than others, but no plaus- 
ible explanation for this phenomenon has appeared in 
the literature. Orange oil is known to be subject to oxi- 
dative changes which may be accelerated by heat, mois- 
ture or a catalyst. The flavor changes that develop 
from products formed during oxidation are turpen- 
tine-like in character and are referred to as “terpeney”’ 
by the essential oil trade. In view of the extensive use 
of orange oil in the beverage, perfume, baked goods, 
canning, condiment, confectionery, extract, food and 
pharmaceutical industries for flavoring purposes, the 
deterioration of an oil from a flavor standpoint is un- 
desirable and has been given a place of considerable 
importance in the selection of an oil. The more stable 
an oil is toward oxidative changes, the more desirable 
it becomes for use as a flavoring agent. 

In the past, organoleptic tests have been used to 
evaluate the stability of an oil as such, or when used in 
combination with other materials. This same technique 
has been used in studies to determine how well an oil 
will stand up in products subjected to different condi- 
tions of temperature and storage. Recently attempts 
have been made by Kesterson (1) and by Proctor (3) to 
assign relative stability values to oils by measurement 
of oxygen uptake. The longer the time required for the 
absorption of a certain quantity of oxygen the more 
stable the oil is toward oxidative spoilage. By the use 
of such a criterion, the selection of an oil for a par- 
ticular use may be facilitated. One complication, how- 
ever, is the problem of determining true oxygen con- 
sumption. During the course of this general investiga- 


* Florida Citrus Experiment Station, Lake Alfred, Florida. 
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R. Hendrickson 


tion it was demonstrated that citrus peel oils evolve gas 
and that manometric methods for measuring oxygen 
uptake must take this fact into account. An improved 
manometric method was therefore developed and is 
the procedure that has been used in the detailed studies 
of orange oils reported here. Although most of the 
studies were made with Florida oils, certain samples of 
California oils were included for comparison. 


METHOD 


Oxygen consumption of the orange oil samples was 
determined by the improved technique described in a 
current publication by Kesterson and Hendrickson (2) 
which employs the Warburg respirometer. Briefly the 
method is as follows: Prior to being put through the 
procedure the oil sample is dried with anhydrous so- 
dium sulfate. A one gram sample of oil is then placed 
in a 17.5 ml. cell (Aminco 5-202), flushed with dry 
U.S.P. oxygen for a period of 15 minutes, and then im- 
mersed in a constant temperature water bath at 
40° + 0.3° C. The cell is allowed to reach equilibrium 
conditions before the run is started and is then shaken 
at the rate of 80 cycles per minute for the entire run. 
One ml. of ascarite is placed in the side arm of the cell 
to remove the carbon dioxide and water vapor that are 
evolved. Throughout the entire experiment the respiro- 
meter is operated at constant volume and the drop in 
pressure caused by the uptake of oxygen is read, when 
possible, at intervals of one hour in order to follow the 
oxygen consumption. Readings are continued until 
3000 microliters of oxygen have been absorbed. Com- 
parison of stability is based on the time required for 
each sample to take up 1200 microliters (1.2 ml.) of 
oxygen. At this point the samples are terpeney in 
aroma and lighter in color. 
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EXPERIMENTAL AND DISCUSSION OF RESULTS 


Florida Coldpressed Orange Oil 


Ihe study of Florida oils was conducted on samples 
of coldpressed oil extracted by four different commer- 
cial processes, typical analyses for which are shown in 
Table 1. These were all Valencia orange oils that had 
been dried over anhydrous sodium sulfate. 

TABLE 1.—TYPICAL ANALYSES OF FLORIDA COLDPRESSED 


VALENCIA ORANGE OIL EXTRACTED BY FOUR DIFFERENT 
COMMERCIAL PROCESSES. 


Specific gravity 25 _ 5°C 
Refractive index N 5S 
Refractive index 10% 
Difference 


tion% 8 


Optical rota 





ptical rot«ti 


Difference 


ehyde conte 














“Synonymous with the Food Machinery Rotary Juice Extractor 

The data presented are values for samples secured 
during the month of April, 1948 that were taken from 
lots of oil ranging from 500 to 11,000 pounds, repre- 
senting one week’s production. Table 1 also shows the 
relationship between the yield of oil obtained by the 
four methods of extraction and the physical and chem- 
ical properties of the oils. The factor found to influ- 
ence the physical and chemical properties of cold- 
pressed Valencia orange oil to the greatest extent was 
the yield of oil secured from the peel. As the yield in- 
creased the values for specific gravity, evaporation resi- 
due, and refractive index also increased, but the values 
for optical rotation decreased. Thus the percentage 
of the total amount of oil that is extracted from the 
peel determines the characteristics of the oil and also 
as shown by the results reported here, its final quality. 
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Oxygen uptake was determined for the four samples 
described in Table 1, and as the investigation contin- 
ued, three additional sets of oil samples were studied 
in an identical manner. Thus, oxygen uptake was de- 
termined for a total of 16 freshly expressed Valencia 
orange oils representing four extraction procedures 
and four different dates, April 1948, May 1948, April 
1949 and May 1949. The data are presented graphic- 
ally in Figures 1, 2, 3, and 4. 


TABLE 2.—RELATIVE STABILITY FACTORS FOR FLORIDA 
ORANGE OIL SAMPLES BASED ON 1200 MICROLITERS 
OXYGEN UPTAKE AT 40°C. 


er ee te of Extraction Extraction Yield 
“Method of Extraction pri 1949 May 1949]August 1950|lb. Cil/Ton Peel 


Screw press 


Pipkin roll 


Pipkin juice extractor 


Fraser-Brace extractor 





Comparison of stability was made by considering the 
time required for each sample to take up 1200 mi- 
croliters of oxygen. By taking as unity the time re- 
quired for any sample to consume this amount of oxy- 
gen, ratios were calculated which can be used as rela- 
tive stability factors. Table 2 presents the relative sta- 
bility factors thus obtained for the sixteen oil samples. 
Each of the oil samples studied became lighter in color 
and terpeney in aroma after absorbing 1200 microli- 
ters of oxygen. The yield of oil extracted by each 
method is given to show its influence on stability. It 
seems apparent from this study that the high yield oils 
are more stable than the low yield oils. 

If we consider the three types of extractors, (1) 
Pipkin roll, (2) Pipkin juice extractor and (3) Fraser- 
Brace extractor, which extract the oil from the exte- 
rior surface of the fruit, then there is a direct correla- 
tion of yield with stability. Oil extracted by the screw 
press is generally considered to be inferior, but a 
higher yield of oil is secured than when the Pipkin 
roll is used. In the former method tapered screws press 
the crushed peel against a perforated screen, thereby 
squeezing out the oil. It is postulated that in this proc- 
ess the albedo of the fruit may absorb a naturally oc- 
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by-products laboratory of the 


W. Kesterson at work in the 


Citrus Experiment Station, 


curring anti-oxidant from the oil thus lowering its sta- 
bility. To further substantiate this postulation, a high 
yield oil of good quality and stability was treated with 
activated carbon. The stability of the carbon treated 
oil was considerably reduced. This indicates that the 
carbon may have removed some naturally occurring 
anti-oxidant, thereby decreasing the oxidative stability 
of the oil. 

In further consideration of the data presented 
graphically in Figures 1, 2, 3, and 4 it can be seen that 
in general the oils produced during the 1949 season 
were the most stable toward oxidative spoilage. Con- 
sidering, for example, the oils manufactured by the 
Pipkin juice extractor for the 1948 season, samples pro- 
duced during April and May required 16 and 36 hours 


respectively for the consumption of 1200 microliters of 


oxygen, whereas, the 1949 season samples produced 
during April and May required 65 and 67 hours re- 
spectively for the same oxygen uptake. Apparently 
seasonal variations have some physiological effect on 
the fruit which influences the keeping quality of the oil 
as related to oxidative stability. 

Since essential oil houses do not generally have in- 















formation relative to the yield of oil, it seems probable 
that some physical or chemical characteristic of freshly 
expressed orange oil might be used as a criterion for 
oxidative stability. Although the properties of the oil 


are related to yield as shown by Table 1, considerably 
more work would be required in order to determine 
that property which is most indicative of this relation- 
ship. 


California Coldpressed Orange Oil 

The California oils used in these experiments were 
freshly expressed good quality Valencia orange oils ex- 
tracted by two different commercial processes. The 
physical and chemical characteristics of these oils are 
shown in Table 3. 

To determine if the California oils differed from the 
Florida oils in oxidative stability, oxygen uptake was 
determined for the oil samples identified in Table 3. 
The results of this study, presented graphically in Fig- 
ure 5, show that the California oils gave results similar 
to the Florida oils, (Table 4). At 1200 microliters oxy- 
gen uptake the California oil samples were terpeney in 
aroma. 
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Fig. 5. Microliters of oxygen 
uptake of California Valencia 
orange oil exposed to an at- 
mosphere of oxygen at 40 deg. 
C. (Oil extracted: August 1950) 
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Fig. 6. Microliters of gas evolved 
from Florida Valencia orange oil 
exposed to an atmosphere of ni- 
trogen at 40 deg. C. (Oil extracted: 
April 1948) 


Fig. 7. Microliters of gas evolved from 
Florida Valencia orange oil exposed to 
an atmosphere of hydrogen at 40 deg. 
C. (Oil extracted: April 1948) 





Fig. 8. Microliters of gas evolved 
from California Valencia orange 
oil exposed to an atmosphere of 
nitrogen at 40 deg. C. (Oil extrac- 
ted: August 1950) 
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TABLE 3.—ANALYSES OF CALIFORNIA COLDPRESSED VALENCIA 
ORANGE OIL EXTRACTED BY TWO DIFFERENT COMMERCIAL 
PROCESSES. 


Method of Extraction 


Specific gravity 25°C/25°C 


Refractive index N 3° 


Pipkin 
Juice 
Extracto: 













Refractive index 10% distillate N - 





Difference 


Optical rotationd ae 





Optical rotation 10% distillate 3° 







Difference 


Aldehyde content - % 






Evaporation residue - % 






TABLE 4.—TIME REQUIRED FOR A ONE GRAM SAMPLE OF OIL TO 
ABSORB 1200 MICROLITERS OF OXYGEN. 


Type Oil Florida California 


Pipkin 
Juice 
Extractor 


Pipkin 
Juice 
Extractor 


Method of Extraction 


Extraction Date Time 


April, 1948 
May, 1948 
April, 1949 
May, 1949 
August, 1950 





In the course of this study, the Florida oils were also 
placed under an inert atmosphere of nitrogen and un- 
der a reducing atmosphere of hydrogen. In both cases 
it was observed that gas was evolved (Figures 6 and 8). 
The oils apparently underwent a chemical change but 
no apparent differences developed in the color or 
aroma of the oils. This would indicate that inert or re- 
ducing atmospheres are not detrimental to the flavor 
of the oil; whereas, oxidizing atmospheres are respon- 
sible for the off-flavors which develop. California oils 
gave similar results (Figure 7). No explanation is of- 
fered at this time for the strange behavior of these oils 
when subjected to inert or reducing conditions. 
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Aerial photograph giving view 
of the Citrus Experiment Sta- 
tion, Lake Alfred, Florida. 


SUMMARY 

(1) The relative stability of coldpressed orange oil 
was determined manometrically by an _ improved 
method that involves accelerated oxidation. Ratings 
were based on the time required for a 1 gram sample to 
take up 1200 microliters of oxygen, at which point the 
samples were definitely terpeney in aroma and lighter 
in color. 


(2) Coldpressed orange oils subjected to atmos- 
pheres of either nitrogen or hydrogen at 40° C. + 0.3° C, 
underwent a chemical reaction evolving gas. This reac- 
tion apparently is not harmful to the aroma or color of 
the oil. 


(3) Autoxidation is the primary cause of the “ter- 


peney” character which develops in orange oil. 

(4) The stability or keeping quality of Valencia 
orange oil was found to be correlated with the quantity 
of oil extracted from the peel. 


(5) Yield being a factor which influences the chem- 
ical and physical characteristics of an oil, it seems prob- 
able that certain characteristics of the oil might be 
used as a criterion for oxidative stability. 

(6) It is postulated that the albedo of the peel may 
absorb a natural occurring anti-oxidant from the oil in 
any process which crushes the peel. Treatment with 
activated carbon reduced the oxidative stability of an 
oil. 

(7) Seasonal variation is a factor which influences 
the oxidative stability of an oil, and could possibly be 
of commercial significance. 

(8) A sample of California orange oil obtained from 
the Pipkin juice extractor, when compared with Flor- 
ida oils from the same type extractor, was found to 
have similar stability characteristics. 
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Teen-agers Buy Many Cosmetics 


Over 11 million teen-agers have added a large segment io 


the consumer market for cosmetics . . . Buying habits of teen- 


agers, types of cosmetics preferred and where they buy them 


ALBERT WOODRUFF GRAY 





Teen-age make-up has become respectable, and school girls like 


these form a new marketing frontier for cosmetics manufacturers. 


FEW generations past cosmetics were denied a 

place in the teen-age group. Rouge and lip- 

stick were socially and morally outlawed. With 
the change of attitude toward the use of cosmetics 
the way has been opened for producers to a market 
of over eleven million consumers among the grammar, 
high school and college girls of 1951. 

The social condemnation of fifty years ago has be- 
come today but an amusing memory. Rouge, lipstick, 
nail polish, all the kindred accessories of contemporary 
teen-agers no longer stake out a primrose way as they 
once did. The sale of cosmetics in this market repre- 
sents a trend that bids fair to continue and to broaden 
with each succeeding year. Bubble bath, shampoo, 
soaps, “Kidmetics,” all are features of the extension of 
this market to the kindergarten and the cradle. 

‘Today a New York dress manufacturer merchandises 
swing brand cosmetics that are adapted to the exclusive 
use by these new members of the consumer market. 
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More than seven percent of the country’s total popu- 
lation is represented by girls between the ages of 
fourteen and nineteen, eleven million consumers that 
according to Census Bureau forecasts will by 1952 have 
increased by a hundred thousand and by 1953 be eleven 
and a half million. 


Cosmetics Used by Teen-agers 


Under the heading, “Care of the face” in a survey 
of the cosmetics used by this group, cream lotion, skin 
freshener and face mask headed the list; in powder 
base cosmetics the consumption of cake make-up and 
tinted liquid is notably greater than it is in the older 
groups. Lipsticks are reported used by 99 percent of 
this younger group compared to 98 percent by the next 
older group and by 95 and 76 percent respectively of 
those between the ages of 35 and 45 and by those past 
the age of 45 years. 


Eye Products Gain 


Cream and cake mascara and eye shadow have in 
the past two years gained a quick and intense popularity 
and top the list of eye make-up cosmetics as do liquid 
nail polish, polish remover, base coat, protective coat, 
combined base and protective coats, quick dryer and 
soap for the hands among items grouped under “Care 
of the hands.” 

Of the hair cosmetics used by this younger group 
of consumers, cream shampoo and hair rinse lead, 
while in the over-all list of other cosmetic products, 
perfume, cologne, dusting powder, deodorant, sun tan 
protective and bath soaps rank highest. 

The steady growth of the past five years in the sale 
and consumption of cosmetics by members of this 
younger group is most marked in the use of cleansing 
and cold cream by 45 percent of these teen-agers com- 
pared to the use of the same accessories by only 16 
percent of consumers past the age of thirty six. 

The number of teen-agers using lipstick has in- 
creased less than among the members of the older 
groups, 20 percent among women of forty six and over 
compared with only 3 percent among the teen-agers. 

Also in the use of rouge by this group there is a 
percentage increase of only 6 percent compared to a 
slightly greater increase among the users of all ages. 

For all ages of consumers, drug stores are well in the 
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These teen-agers represent a potential market of eleven million customers. Quantity and range of products used is ever-increasing. Ar- 


bitrary cosmetic age limits are breaking down and at least one manufacturer is producing a home permanent wave kit expressly fon 


children. 


lead among the retail stores in the sale of all cosmetics 
except perfume, selling 60 percent of the shampoos, 
53 percent of the deodorants, 51 percent of the hand 
lotions and 46 percent of the hand creams. In the sur- 
vey carrying these figures, however, half of those in- 
terviewed owed their perfume to gifts and a third 
toilet water and cologne to the same source. 

Among the teen-agers, however, the five and ten cent 
stores hold first place in the retailing of lipsticks, nail 
polish and deodorants. A slight preference is shown 
by the group for drug over five and ten cent stores in 
the purchase of face creams although the amount is 
double that bought by them from dry goods stores. The 
proportion among these retail outlets, according to this 
survey, was 15 percent department, 21 percent drug 
and 24 percent five and ten cent stores. 


Brands a Powerful Factor in Sales 

Brands are a powerful factor in the selection of their 
cosmetics by these teen-agers. According to one canvass 
63 percent preferred one particular sun tan, 80 per- 
cent a particular hand lotion, 78 percent confined their 
choice to one cleansing cream and 88 percent to a 
specific lotion. 

Young cosmetic users have a deep and enduring de- 
votion to lipsticks. Two thirds of the group are users of 
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this type of cosmetics by the age of fourteen. Ninety- 
nine percent of the teen-agers use lipstick and 84 
percent all the time, the other 15 percent confessing to 
occasional use, nor is this taste restricted to any one 
particular shade. 

“Lipstick colors change with the color we wear,” as- 
serted 53 percent while 45 percent claimed they 
changed their lipstick color “with the seasons of the 
year.” 

For face cleansing water and soap is used by 69 
percent of the group, 18 percent following this soap 
and water treatment with cream, 6 percent following 
the cream with soap and water while 9 percent use 
cream followed by a freshener. 

The use of face powder among the teen-agers has 
increased a trifle during the past few years but there 
is little difference in the proportion of this group using 
this type of cosmetics and the proportion among the 
older groups. 


Nail Polish and Lipstick Use Increasing 


Nail polish plays an outstanding role, 18 percent 
having adopted this habit during the first ten years of 
their life, another 10 percent by the time they were 
eleven years old, and 21 percent by the twelfth year. 
Only 16 percent delayed until they were thirteen and 
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10 percent postponed their use of nail polish until 
they had passed the fourteen year mark. 

Clear red is the selection of half of this younger 
group. The next choice is medium blue red. This is 
followed in the order of popularity by dark red, light 
rose, untinted, pale with orange red, with orange red 
the lowest in popularity. 

Of deodorants, 42 percent of this younger group are 
users of cream, 6 percent of liquid, 9 percent of 
powder and a small fraction rely on the efficacy of 
cologne. In the use of depilatories, razors head the 
list with only 13 percent relying on cosmetics. 

Slightly over half of this teen-age group indulge 
regularly in a weekly shampoo, 26 percent two or 
three times a month and 18 percent five or more times 
during that period, while 61 percent of the group wash 
their own hair at home and 39 percent usually depend 
on beauty parlors. 


Hair Rinses Popular 


The popularity of hair rinse has steadily increased 
over the past five years. The majority of the group 
employ rinses in the cleansing of their hair while 
others depend on a rinse for tint or shade. 

The selection of two thirds of the perfumes that in 
the majority of instances are gifts, is made by the giver 
although the choice of brand is more frequently than 
not influenced by the preference of the recipient. The 
larger portion of consumers, however, who select their 
own perfume, is the teen-agers, not the users of more 
mature age. 

In the buying habits of this group the tendency to 
imitation, the eagerness to be “like the rest” exerts a 
powerful influence. As a consequence they are markedly 
susceptible to the suggestion of magazines devoted to 
them and their interests. This factor wields a greater 
influence at that age than it ever does in later years. 

Along with nail polish and lipstick, perfume here is 
fast assuming a major role that derives from magazine 
comment. “Your perfume should resemble you as closely 
as your photograph,” is a recent teen-age editorial. “Are 
you expressing your personality through the perfume 
you wear? Try to assemble a collection of two or three 
bottles you like and vary them as you would your 
clothes. Use your perfume subtly as a finishing touch 
to your toilet and you'll derive a lasting enjoyment 
and additional delight from one of the most exotic of 
cosmetics—perfume.” 


The Alcohol Outlook 


EFORE World War II started, as far as the United 

States was concerned, an order controlling alcohol 
was in process of formulation. This was a restrictive 
order limiting the amount of alcohol that could be 
used, to prior usage in a certain base period. 

From June 30, 1946 to July 1, 1950, the consumption 
of ethanol for the production of butadiene for synthe- 
tic rubber was practically nil. Butadiene from petro- 
leum hydrocarbons is considerably cheaper than from 
alcohol. For this reason, production of butadiene from 
alcohol will decline as butadiene from petroleum be- 
comes more available or when the total production 
of GRS rubber is reduced. Furthermore, today the 
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story is vastly different. The facilities built during 
World War II for the production of alcohol are prac- 
tically all available now but it has not as yet been nec- 
essary to utilize them. This is so for two reasons: the 
requirement is not there as yet insofar as the military is 
concerned; also, during that war we supplied our allies 
—Russia, England, Canada and others, with large 
quantities of alcohol under the lend-lease program. 
fhe other factor is the purchase of a goodly part of 
their requirements from France, by Rubber Reserve. 
Contrary to the general belief, this purchase was made 
because of price and not because of any shortage here. 
The Cuban government, which sells and distributes 
the Cuban blackstrap molasses crop, sold the greater 
portion of its 1951 crop to the feed trade, plus holding 
sizable quantities in the island for either alcohol pro- 
duction or still higher prices. This action compelled 
the fermentation alcohol producers to turn to grain, 
resulting in much higher prices for domestic fermented 
alcohol. 

You have little to y about in the matter of 
your basic material—alcohol. However, the rosy _pic- 
ture which you have is not true in many other indus- 
tries and shortages which exist now, and those which 
will arise in the coming months, may affect you indi- 
rectly if not directly.—From an address by Frank E. 
Bennett, National Production Authority to the 
F. E. M. A. 


worry 


Personal Daintiness and Leg Make-up 


ORE women are using underarm deodorants than 

in 1950 according to information compiled by Faw- 
cett Publications, Inc., New York, in the February 1951 
beauty reader forum on personal daintiness and leg 
make-up. 96.1% of the women queried use a preparation 
for underarm daintiness against 95.8% a year ago. Of 
the preparations used 51.5% use anti-perspirants and 
(due to the fact that some women use both types at times) 
55% used deodorants only. Cream was preferred by 
68.9%; liquid by 34.8% and powder by 1%. 

The choice of deodorants was as follows: Mum, 
19.7%; Arrid, 11%; Veto, 10.1%; Avon, 8%; Stopette, 
5.9%; Fresh, 5.9%; Heed, 5.3%; Odorno, 4.9%; Tussy, 
1.6%; Etiquet, 3.3%; Yodora, 2.7%; Dryad, 1.5%; and 
5-day Pads, 1.3%. All others made up 20.3%. 

The anti-perspirants were preferred in this order: 
Arrid, 16.4%; Fresh, 13.5%; Mum, 11.9%; Stopette, 
10.7%; Veto, 9.4%; Odorno, 8.2%; Tussy, 5.1%; Avon, 
4.5%; Heed, 4.3%; Etiquet, 3.7%; 5-day Pads, 2.7%; 
Ever Dry, 2.7%; Yodora, 1.8%; Dryad, 1.4%; and all 
others 12.5%. 

Over 50.5% of the purchases of the foregoing were 
made in drug stores; 27.9% in syndicate stores; 11.8% 
in department stores and 12.6% in other stores. Less 
than 25% of the women queried use dress shields. 

For removing superfluous hair from underarms and 
legs 97% use a razor; and some use an eraser. There is 
a growing use of depilatories for this purpose but it is 
still small. Depilatories are preferred in this order: Nair, 
30.9%; Neet, 18.1%; Zip, 17%; Rubinstein, 7.4%; 
Imra, 6.4%; Sleek, 3.2%; X-Bazin, 2.1%; and all others 
16%. Over 58% of the purchase of these is made in drug 
stores. Leg make-up is declining. Figures are so small it 
is hardly worthwhile giving them. 
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Can Aristocratic Marketing 


pen 


Democratic Mass Markets? 


E. B. WEISS* 


S the toilet goods industry trying to develop mass 

markets with class techniques—mid-victorian class 

techniques? Are some segments of the industry us- 
ing aristocratic marketing techniques to broaden demo- 
cratic markets? 

Today, beauty is every woman's business. Toilet 
goods are now necessities—not luxuries. Yet, so many 
manufacturers sti/l operate as though toilet goods were 
interior decoration—rather 
Then you wonder why the 
looks first at 


a trophy or pent-house 
than an everyday necessity. 
government, plans luxury taxes, 
toilet goods! 

The nation-wide annual per capita expenditure for 
toilet goods is roughly $6. Compare that figure with 
over $40 per capita for tobacco and about $60 for al- 
coholic beverages. Women spend more for cigarettes 
than for toilet Cigarettes are not sold 
as luxuries. 

When Lord & Taylor began to spray perfumes from 
its windows, more than one member of the industry 
was horrified. Yet Lord & Taylor reports that the par- 
ticular perfume sprayed from its windows promptly 
shows a fantastic sales increase. I think the toilet goods 
industry must do more window spraying! 

A perfumed bra that includes perfume pellets is be- 
ing introduced to the market. That, too, may horrify 
some members of the industry. Maybe you horrify too 
easily—just as mid-victorian ladies fainted too easily. 

I remember when the desire of the variety chains to 
add toiletries to their inventory was looked upon by 
the industry as a fearful threat. Yet the variety chains 
probably introduced more women to toiletries than all 
of your demonstrators combined. In units, in transac- 
tions, in number of women making purchases, the va- 
riety chains may top department stores and even chal- 
lenge the drug store. 

Today, members of the industry are shocked over 
the interest of super markets in toilet goods. If toilet 
goods are necessities—and if the public wants to buy 
toilet goods in super markets—is an antiquated con- 
cept of your status to stand in the way? 

The public will buy merchandise where it wants to 
buy merchandise—not where the manufacturer 
the ._public to go to buy that merchandise. If good 
grooming is indeed every woman’s birthright, will she 
go miles out of her way to gratify that birthright be- 
cause of out-dated concepts of distribution? 

At one time, a big gross margin compensated for 


when 


goods! 


wants 


Director, 
meeting. 


® Merchandising 
ae 


Grey Advertising Agency. Paper presented at 
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your artificial road blocks. But you have given away so 
much of that big gross margin that it no longer pro- 
vides the net profit required in this new age. You are 
being ground in between higher taxes and higher costs 
of production on one hand, and the rising expenses in- 
volved in maintaining an outmoded and antiquated 
type of distribution, selling, and advertising. 


Cosmetics’ Manifest Destiny 


Women know vastly more about cosmetics today 
than they did 25 years ago. This increasing knowledge 
of toilet goods use, plus the amazingly broadened ac- 
ceptance of toilet goods, opens a brilliant new future 
for the industry—if it will only drop its mid-victorian 
lace and think in terms of a necessity, of mass markets, 
of self-service and self-selection. 

The road exists to become a real package goods busi- 
ness—less of a service business. But you've blocked the 
road with archaic concepts. 

You spent too much buying distribution—and too 
little buying a consumer franchise. You deal in trade 
appeasement—and you do that because too few of your 
brand names are strong enough to make you independ- 
ent of the distributing trade. 

A’ true mass industry selling a necessity needs a 
strong consumer franchise first and a trade franchise 
second—not vice versa! A strong consumer franchise not 
only costs less in the long run, but it frees you from the 
whims and tyranny of the trade. 

Recently, one of your prominent manufacturers re- 
marked that fragrances spell beauty, romance and love. 
He went on to say that if these three human delights 
can be picked up in a super market or from a vending 
machine—then, and now I quote him—“they are 
hardly worth the effort to create.” Are beauty, romance 
and love luxuries for the few—or necessities for the 
masses? This same manufacturer declared that “our 
first lady is the girl behind the counter.” The first lady 
of your industry consists of Mrs. and Miss America! 

The ability to change with the times—to be fluid 
and flexible—is the sum and substance of existence for 
any business. You are in an age of self-service and self- 
selection—of one-stop shopping outlets—an age in 
which the public insists upon buying whatever it wants 
wherever it wants. You are also in an age when, to 
your good fortune, your merchandise has indeed be- 
come a necessity. This is an aspirin age—not a smelling 
salts age. I suggest that you revise your procedures ac- 
cordingly. 
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The vital question of securing adequate supplies of materials was aniwered in its various aspects by this panel of experts. See page 476. 


T.G.A. Panel Discussions Popular 


Vew method adopted by Toilet Goods Assn. at its 16th annual 


convention to give facts about raw materials and distribution 


trends proves to be interesting and effective . . . Welch awards. 


UCH useful and timely in- 
formation about’ govern- 
ment trends and how they 
are likely to affect the cosmetic in- 
dustry; about new trends in dis- 
tribution; and about the prospects 
for adequate supplies of materials 
was given at the well attended six- 


Karl Voss and John A. Ewald 
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teenth annual convention of the 
Toilet Goods Assn. in the Waldorf- 
Astoria hotel, New York, May 15, 
16 and 17. 

Adopting the panel method 
which proved so popular at the 
Super Market Institute convention 
in Chicago and the American Man- 


Charles W. Sharot and LeRoy Root 


agement Assn. meeting in Atlantic 
City, the Toilet Goods Assn. intro- 
duced a feature which seemed to 
bring the actual work of the asso- 
ciation closer to the members. 

The first panel discussion with 
H. L. Brooks as moderator cov- 
ered reports of the association staff. 


Harold L. Brodrick 
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Inc.; Pierre Harang, Houbigant 
Sales Corp.; Oscar Kolin, Helena 
Rubinstein Inc.; C. T. Lipscomb 
Jr., Pepsodent Div., Lever Bros. 
Co.; John H. McShane, Pacquin 
Inc.; and Wrisley B. Oleson, Allen 
B. Wrisley Co. 

Associate Directors: Frederick J. 
Lueders, George Lueders & Co. and 
Roy L. Murphey, T. J. Holmes Co. 
Inc. 


Merchandising Panel 


With Donald L. Bryant as mod- 
erator, a whole afternoon was de- 
voted to considerations of various 
modes of distribution. 

E. B. Weiss, Grey Advertising Co. 

. made a telling address on the de- 
Constantly on the alert throughout the meeting the well organized convention committee velopment of mass markets. This 
functioned efficiently aiding members and guests in countless ways. address is published elsewhere in 


rhis panel was preceded by the re- this issue. 
% 


port of President Joseph Keho and an ; 
Treasurer Philip C. Smith. Mem- 

bers of the panel were: L. S. May- 

ham, executive vice president; H. 

D. Goulden, Scientific Director; 

Hugo Mock, general counsel; Ger- 

ald F. Morgan, Washington coun- 

sel and John P. Currie, Labor Re- 

lations counsel. 


Officers for the Coming Year 


The following officers for the 
coming year were elected: 
President, Joseph Keho, Dorothy 
Gray Ltd. 
Vice Presidents: Jean Despres, 
Coty, Inc.; John A. Ewald, Avon 
Products, Inc.; Davis Factor, Max 
Factor & Co.; and H. J. Lehman, 
Wildroot Co. 
Treasurer, Philip Smith, Yardley 
of London, Inc. : , 
Secretary, William F. Denney Jr., s ee ft , , . 
Frances Denney. a * é&. 
Directors for a three year term: John Poses, James Grotty, Henri Costerg Friends greeted one anothe) just before the 
Edward J. Breck, John H. Breck and Richard Salomon. luncheons. 


vit a Earle Lifshey, managing editor 


of Retailing Daily pointed out that 
house to house selling of cosmetics 
is personal selling which creates 
business where in many cases it 
didn’t exist before. He suggested 
that this was true in 85% of the 
i cases. 

& a it en John McPherrin, editor of 
Ve FF cn American Druggist, gave a clear 
. ¥ > picture of the importance of the 
i \ ie ce, drug store in the distribution of 
| a i} He cosmetics. The druggist can adapt 
eet ; himself to self service display for 
those items which lend themselves 
to this method, and also intensify 
— his personal contact with his 

pa ek customers. 
— ;, , pn ES, Frazer Sinclair, publisher of 
Dr. D. H. Powers speaks at Scientific Section meeting. On rostrum Dr. Frederick J. Austin, Beauty Fashion spelled out a strong 
Dr. Edward J. Masters, Dr. Paul Lauffer. case for selective outlets for high 
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grade cosmetics; and Mrs. Char- 
lotte Montgomery of Tide, repre- 
senting so to speak the consumer 
commented on the various points 
raised. Her reactions to many 
points were interesting and_per- 
tinent—and it might be added, 
slightly confusing. 


Charles S$. Weleh Award 





Benson Storfer, chairman of the 
Charles S. Welch committee pre- 
sented the award for the package 
selling over $1 to Roy Titus, gen- 
eral manager of Gourielli for its 
“Hidden ‘Treasure’’—a bath pow- 
der box with a concealed drawer 
containing a miniature cocktail 
shaker bottle of Five O’Clock Bath 






President Joseph Keho frankly discusses the business situation in a brief but well considered 









address which won much applause. 


posed of Paul H. Douglas, chair- 
man; Frederick J. Lueders, J. H. R. 
Stephenson and Paul E. Forsman. 
The winners’ were: Harold 
Green, who took the trophy; and 
S. Goldstone, John Nicholson, 
Joseph Feldman, S. Safir, D. R. 
Brown, H. L. Brooks, J. Heagy, P. 
Forsman, F. D. Parker, W. A. Jones, 
A. Jenkins, A. Berentz, D. Bryant, 
J. Dingwald, W. Klaas, H. R. Mil- 
ton, E. T. O'Grady, Charles Pen- 
nock, J. I. Poses, Charles Junod, 
Fred Webster, B. Ressler, Paul 
Philip Libson, Artchil Gourielli, Eric de Holb Benson Storfer, Paul Carey and Miss Gloria Douglas, W. Johnston, R. R. 
and Ben Wollach. Van Fleet of Tussy Kitchen, A. E. Lindsay, W. Merritt, 

C. V. R. Thompson, H. R. Miller 
and Charles Clendenning. 





























Convention Committee 






Careful planning and well ex- 
ecuted plans by the Convention 
Committee were responsible largely 
for the complete success of the 
meeting. The committee was com- 
posed of Karl Voss, chairman; A. 
R. Ludlow Jr., treasurer; Philip E. 
Haebler, Michael Lemmermeyer, 
Frederick J. Lueders, Ivar Malm- 
strom, Lamson M. Scovill and J. H. 























Victor Marquis Charles Oestreich and Rolfe M. Parsons Paul Douglas R. Stephenson. 
Oil. For the package selling for $1 The Cecil Smith Memorial Golf The program committee also de- 
or less the award was given to Tournament sponsored by the Toi- serves orchids for its excellent 
Tussy Cosmetiques for its Mid- — let Goods Assn. and the Perfumery work. It — made up of Donald L. 
night- Lipstick-Perfume Combina- Importer Assn. was played at the Bryant, chairman; Robert Duncan, 
tion. Both packages are illustrated Winged Foot Golf Club. The affair W ayne Hicklin, Nelson Millard 
elsewhere in this issue. was arranged by a committee com- and C. Ray Sanders. 


Scientific Section Meetings 





A whole day was given to the 
Scientific Section meetings. 

W. E. Thompson and C. M. 
Mills, Colgate-Palmolive-Peet Co. 
discussed a meter for measuring the 
lustre of hair in situ on a girl’s 
head. 

G. Barnett and D. H. Powers of 
Warner-Hudnut Inc. who studied 
the cleansing action of 16 leading 


;, shampoos and 16 compounds from 
W. H. Rowse, Miss Phyllis Crane, A. E. Mullen Guy Rocherolle, Martin Tanger the field of detergents, wetting 
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Dr. Paul Bedoukian and Paul Roehrich 





Lessing Kole, John Moser, Douglas Haggerty Mr. 





and Mrs. Harold Wilkinson 





Harold Anderson, L. P. Dickey and Law- 


rence Carter enjoy a chat. 


agents, soaps and emulsifiers re- 
ported that detergents and soaps 
are available which will give excel- 
lent scouring action in tap water, 
hard water and sea water but only 
one-quarter of the leading commer- 
cial shampoos are effective in hard 
water or tap water and only one is 
effective in sea water. The studies 
confirmed earlier findings — that 
shampoos are developed for their 


| foam, fragrance and finish on the 
hair rather than for their cleansing 
action. 


Dr. Louis C. Barail who spoke 
on skin tests advocated basic screen- 
ing methods which are less expen- 
sive and less time consuming than 
the patch test. The best screening 
test is the animal intradermal sin- 
gle inspection method which per- 
mits within 24 hours the detection 
of products containing primary ir- 
ritating substances or cutaneous 
sensitizers, so that only products 





Wiedman, L. M. Allstadt and R. L. 
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A. L. Ritch, W. McQueen, R. S. Crider, Henry 
Stickney. 


. Shaw, W. F. Moran, C. R. Keeley, James 
Ness and Walter A. 


Conklin. 


which do not show any signs ol 
irritation on animals are tested on 
human beings. 

W. G. Fredell and R. R. Read, 
Lambert Pharmacal Co., showed 
that by the use of special pads se- 
cured under the armpits it is pos- 
sible to quantitatively collect the 
axillary perspiration. Their studies 
showed that right and left axilla 
do not perspire equally. 


Neil Grace, Paul Sperry, Walter Fretz and 


Martin Streger. 


Dr. Franz Bogner, Henry 
William Black and George Tombak. 


Jay WW. 


Eickmeyer, Mr. and 


Neff, John H. Majesky and Ralph 
E. Dyer 


Victor Di Giacomo Givandan- 
Delawanna Inc., who spoke on the 
problem of perfuming aerosols, 
emphasized that a knowledge of 
the manufacture of the aerosol 
bomb and of the nature of perfume 
ingredients must be applied to pre- 
vent corrosion, retain solubility 
over a long period of time, avoid 
irritation and bring forth the de- 
sired type of odor. 





Miss 


Northam Warren between Evelyn 


Forbes and Miss Peggy Sage. 


a 





Mrs. William 


McQueen, Frank 


Goldsborough and Frank Smart. 
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A Study of 
Hyacinth 
Absolute’ 


(Part IL) 





Important new data revealed by study of physi- 
cal and chemical constitution of the natural 


floral absolute by research scientists in Holland 


DR. L. HOEJENBOS and DR. A. COPPENS* 


HE chemical examination of hyacinth oil had 

previously* revealed the presence of several chem- 

ical groups, either free or combined with other 
chemical groups. By the method of analysis employed, it 
was apparent that most of the alcohols and acids isolated 
were originally present as esters. The hydroxyl contain- 
ing substances were: eugenol, benzyl alcohol, cinnamic 
alcohol, phenylethy! alcohol and, possibly, normal hep- 
tanol. The acidic constituents were acetic, benzoic, 
o-methoxybenzoic and N-methylanthranilic acids. 

It, therefore, became of interest to determine which of 
the twenty possible ester formations existed in the 
original oil of hyacinth. For this purpose, a new quantity 
of hyacinth oil was freed of its phenolic and aldehydic 
constituents by the method described earlier?. The par- 
tially purified oil was then fractionated through a Wid- 
mer column to give the following major fractions: 


I. B.pt. Range 98-100°/15 mm. 
II. B.pt. Range 115-128°/15 mm. 
Ill. B.pt. Range 128-140°/15 mm. 
IV. B.pt. Range 156-180°/10 mm. 


Ihe first major fraction (b.pt., 98-100° at 15 mm) had 
a high ester content, with an odor akin to benzyl ace- 
tate. To remove any free benzyl alcohol, the fraction was 
mixed with anhydrous calcium chloride and left over- 
night in a vacuum dessicator. The mixture was then 
pulverized and extracted with petroleum ether under 
protection from humidity. The residual complex was 
broken up with water to yield an oil, identified through 
its oxalate (m.pt., 80-81°) as benzyl alcohol. It is, there- 
lore, to be concluded that benzyl alcohol exists in the 
lree state in hyacinth oil. 
° Dr. Hoejenbos is managing director of Polaks Frutal Works, N. V. 


Amersfoort, Holland, and Dr. Coppens, now deceased, was formerly 
research director of that company. 


1) Revised by Dr. S. M. Spatz, Chief Chemist Polak’s Frutal Works, Inc., 
Middletown, N.Y., from article appearing in Rec. trav. chim., 50, 1046 
(1931). 

Hoejenbos and Coppens, Rec. trat 


Amer. Perfumer, 5, 365 (1951). 


chim., 50, 708 (1931). See also 
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The petroleum ether extract was removed of its solvent 
and the residue fractionated through a Widmer column. 
A principal fraction, (b.pt., 94.5-96.5°/13 mm) had an 
odor resembling benzyl acetate; the ester value of 301 
indicated an 80.5% content of this ester. This fraction 
was then saponified; the aqueous layer yielded ultimately 
acetic acid, identified as the acetanilide, (m.pt., 115°). 
Ihe alcohol layer was phthalated to yield benzyl acid 
phthalate (m.pt., 106°). That part of the oil not reacting 
with the phthalic anhydride was identified as the 
dimethyl ether of hydroquinone. 

Ihe above data points to the presence of benzyl ace- 
tate as one of the constituents of oil of hyacinth. 

Ihe second major fraction (b.pt., 115-128°/15 mm) 
yielded subsequent to saponification, acetic acid and cin- 
namic alcohol. The acid was determined as the sodium 
uranyl acetate, whereas the alcohol was_ identified 
through the metastable form of the diphenylurethane 
derivative (m.pt., 97.5-98°). It is, therefore, probable that 
cinnamyl acetate is also a constituent of hyacinth oil. 

The major portion of the fraction boiling at 128-140 
reacted with calcium chloride. From the addition com- 
plex, there was regenerated free cinnamic alcohol with 
a melting point of 33°. Hence, there is no doubt that 
cinnamic alcohol exists in the free state in the oil of hya 
cinth. 

Che part which did not combine with the calcium 
chloride had an ester value of 57; saponification yielded 
o-methoxybenzoic acid. The distillate from the distilla- 
tion of the aqueous alkaline layer gave a positive test for 
methanol according to the method of Deniges. The 
distillate also gave a positive haloform test for the 
presence of ethanol. Hence, o-methoxybenzoic acid 
exists quite likely in the form of its methyl and ethyl 
esters. 

The presence of higher homologs, such as the isopro- 
pyl, propyl and isobutyl esters, could not be found. 
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Saponification of a sample of the fraction boiling at 
156-180°/10 mm yielded benzoic acid and benzy! alcohol. 
Thorough cooling of the oil in ice and salt yielded the 
expected benzyl benzoate. After four recrystallizations 
from 10° ethanol, the ester melted at 20°. Admixture 
with a sample from another source did not depress the 
melting point. 

Altogether, the essential oil has been found to contain 
the following: 

Phenylethyl alcohol 
Eugenol 
Methyl eugenol 
Benzoic acid 

Benzyl alcohol 
Benzyl acetate 
Benzyl benzoate 
Cinnamic alcohol 
Cinnamy] acetate 
Benzaldehyde 
Cinnamic aldehyde 
Methyl o-methoxybenzoate 
Ethyl o-methoxybenzoate 
Methyl N-methylanthranilate 
n-Heptanol 1. (?) 
Hydroquinone Dimethy] Ether 

In conclusion, we wish to state that our studies do 
not represent the final word on the subject. The pre- 
ponderant aromatic character of the constituents is 
striking. Aliphatic aldehydes, esters, and alcohols, with 
the possible exception of heptanol, could not be found 
in perceptible quantities. Likewise, phenylacetaldehyde 
or its homologs, generally accepted as the carriers of the 
hyacinth odor, were also not found in the oil. 


A Period of Confusion 


N the months following the outbreak of war in 

Korea the government has accomplished as much in 
the way of controls as it took years to build up in 
World War II. The full effect of these controls is yet to 
be felt. We are in a period of confusion now, many of 
our materials are controlled, with provisions for tight- 
ening up progressively. Manpower shortages will prob- 
ably be felt increasingly as the year advances and 
defense manufacturing accelerates. Money controls 
through regulation of credit and higher taxes are also 
with us and presently come “allocations,” “end-use” 
and “essentiality.” Recently Eric Johnston said that 
the Government must fight to hold the tide against the 
new inflation flood threatening late this year. 
_ The cosmetic industry has always been an alert and 
aggressive one with an increase in volume practically 
every year since records are available. Statistics show 
that we grew rapidly through the period of the Second 
World War and it is logical to assume that we face a 
period of opportunity for greater growth in the years 
just ahead—opportunity with obstacles! In coping with 
these obstacles, individually and collectively, we must 
keep our quality high, through research we must bring 
out new and better products. Look at the record of the 
Drug Industry where some companies are enjoying as 
much as 80 per cent of their tremendous volume on 
products that did not exist ten years ago. We must 
keep our advertising standards high as well as ageres- 
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sive. We must find ways to keep the women of America 
informed and interested. The re-armament program has 
only started. There are now 17,300,000 women em- 
ployed, an increase of 8 per cent over a year ago and 
17 per cent over four years ago. Every one of these 
women knows that “her face is her fortune.’ Let us be 
sure if and when we are forced to use substitutes, 
that the substitutes are good ones. 

The challenge of this trying period ahead will be 
met successfully as it has been in the past through 
American ingenuity and resourcefulness, of which this 
Industry and the Toilet Goods Association has its full 
share.—From address by President Joseph Keho to the 
Toilet Goods Assn. 


Cosmetic Excise Tax Collections 


'OSMETIC excise tax collections for the years of 1949 
and 1950 and also for the collections for the months of 
1951 so far issued are given in the table following: 


1951 1950 1949 


January $12,255,363 $ 9,836,052 $ 9,648,063 


February 12,867,842 11,654,681 12,984,776 
March 8,534,569 6,811,063 6,796,181 
April 5,746,348 6,985,099 6,913,884 
May 8,316,993 6,983,445 
June 8,136,742 7,625,450 
July 7,965,373 6,776,881 
August 9,671,335 7,807,221 
September 7,542,472 6,859,446 
October 7,900,314 6,760,409 
November 8,159,612 7,738,779 
December 7,781,091 7,312,007 


Never do something you do not approve of in ordet 


more quickly to accomplish something you do approve 
of; for there are no safe short cuts in piloting a busi- 
ness.—J. P. Morgan. 





“Think of it—a morning, night and noon cream in one jar!” 
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Dr. G. R. Clark Honored by S. C. C. 


Latest methods for testing cosmetic products and discussion 


on means for distinguishing between bacteriostatic and bac- 


tericidal action considered by Society of Cosmetic Chemists 


HE semi-annual _ technical 

meeting of the Society of Cos- 

metic Chemists in the Hotel 
Biltmore, New York, May 18 pre- 
sented much timely and authorita- 
tive information to alert cosmetic 
chemists in the various papers read 
to the well attended sessions by ex- 
perts in each of the subjects dis- 
cussed. At the luncheon between 
the sessions Dr. G. Robert Clark, 
Chiet of the Division of Cosmetics 
of the Food and Drug Administra- 
tion was elected an honorary mem- 
ber of the Society. With his usual 
contagious wit Dr. Dan Dahle, an 
honorary member, outlined the ca- 
reer of Dr. Clark; and President 
Everett G. McDonough formally 
presented the award of honorary 
membership. 

In his paper on the “Evaluation 
and Testing’ of Nail Lacquers” 
Dr. Henry J]. Wing of the Northam 
Warren Corp. discussed color con- 
trol methods, tests for the control 
of the factors which produce the 
application properties of lacque1 
and tests for wear resistance. 

Experience in the laboratories of 
the Food and Drug Administration 
indicate that spectrophotometric 
analyses may be outstandingly suc- 
cessful in control application, Dr. 
G. Robert Clark pointed out in his 


paper on “Spectrophotometry in 
the Analysis of Cosmetic Products.” 
Available instruments and_ tech- 


niques, including the recently de- 
veloped variable reference tech- 
nique, were discussed. 

Methods of testing the stability 





Dr. McDonough Hands Award to Dr. Clark 


of make-up items for the purpose 
of predicting the shelf life of new 
cosmetic items or altered formula- 
tions of cosmetic items were ex- 
plained in a lucid manner by C. R. 
Kircher of Kolmer Laboratories in 
his paper on “The Evaluation of 
Stability on Cosmetic Items,” Spe- 
cific tests on face powder, compact 
powder, compact powder, lipstick, 
make-up items and emulsions be- 


fore moving them onto the market 
were suggested. 


Deodorant Efficiency 


In vitro precedures are almost 
worthless for the practical evalua- 
tion of the comparative efficiencies 
of deodorants and only carefully 
controlled in vivo experimental 
methods conducted on intelligent, 
cooperative and well trained hu 
man subjects can furnish reliable 
and reproduceable data on the ca- 
pacity of deodorants to eliminate 
or control personal odors Dr. John 
A. Killian of the Killian Research 
Laboratories stated in his carefully 
compiled paper on the “Evaluation 
of Deodorants by In Vitro and In 
Vivo Methods with Particular Ref- 
erence to Chlorophyll and Deriva- 
tives.” 

Qualities in cosmetics that from 
the consumer’s point of view are 
considered essential were pointed 
out by Dr. Erwin Di Cyan of Di 
Cvan & Brown and M. C. Phillips 
of the Consumers’ Research Bulle- 
tin in their paper on “Consumer 
tests and Consumer Acceptance.” 
Tests to determine performance on 
which a consumer’s confidence is 
based, were suggested. 

Although inhibitory or bacterio- 
static chemicals have _ practical 





Dr. Morris B. Jacobs, Emery A. Emerson, Harland J. Wright, H. D. Goulden, Miss 


Maison G. deNavarre and Dr. Ray 
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Reed chat together. 


V. I. Conley, Albert Dillinger and Dp 


Paul Muhlethaler snapped just prior to the luncheon 


It 
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Malam Prior, Dr. Everett Saul, Miss Lois 


Murray enjoy a good anecdote after the 


value and are of great usefulness, 
accurate evaluation of their effects 
should lead to further advances in 
the struggle against microorgan 
isms Dr. Herbert L. Davis empha 
sized in his paper on “A Study of 
the Mechanisms and Evaluation ol 
(Antiseptic Action.” 
Antiseptic Action 

In the testing of chemical anti- 
septics against microorganisms, 
many procedures do not distin- 
guish clearly between  bacterio 
static and bactericidal effects. The 
prerequisite of antiseptic action is 
adsorption on and in the bacterial, 
and this may be essentially irrever- 
sible, so that no washing or dilu- 
tion will be effective, and only ex- 
plicit neutralization of the ad- 
sorbed antiseptic will reveal that 
the effect is merely inhibition and 
not death. It is possible to choose 
for each antiseptic a suitable neu- 





Irvin Zeluff, Mrs. Centa Isermann and Daniel L. Couch 


/ 
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discuss changes that have taken place in 


Hill and James Dr. and Mrs. Ray Reed, 


business sessions. 


tralizer whose application will re 
veal exactly what is the effect of the 
antiseptic under the given condi- 
tions. Procedural steps were pro- 
posed for this evaluation. Further, 
the recognition of colloidal adsorp- 
tion should suggest improved an- 
tiseptics and procedures for in- 
creasing their effectiveness. Mecha- 
nisms of antiseptic action include: 
protop'asm coagulation, poisoning 
of enzyme systems, and modifica- 
tion of cell membrane permeabil- 
ity. Antagonisms to or neutraliza- 
tion of antiseptics include: insolu- 
bilization, complex formation, de- 
sorption to better adsorbent, orida- 
tion-reduction reactions, Opposi- 
tion of colloidal charge, displace- 
ment from bacteria by innocuous 
substances. 

There is no test which equals the 
test of actual useage by several 
thousand subjects over a period of 
several months for testing new cos- 


the industry. 





Miss Eleanor Haggett and Dr. Alfred 


Brown engage in a friendly discussion about the newer cosmetics. 


metics according to Dr. Louts 
Schwartz who read an interesting 
paper on “The Skin Testing of 
New Cosmetics.” The covered pro- 
phetic patch test is not always re- 
liable when used alone for testing 
the possible skin irritant proper- 
ties of all types of new cosmetics be 
cause certain cosmetics remain on 
the skin when actual use is only for 
a few minutes. 

The quality of a low pressure 
aerosol according to Eugene L. 
Rose of G. Barr & Co. who pre- 
sented a paper on “Stability ‘Test- 
ing of Low Pressure Aerosols,” de- 
pends on many factors. These fac- 
tors must be considered: 

1. The physical compatibility of 
the active ingredients with 
the propellants. 

2. ‘The chemical compatibility of 
the active ingredients with 
the propellant, the container, 
and the valve mechanism. 


Charles Kircher and Lessing Kole snapped on the way to the meeting 
where Mr. Kircher presented an interesting paper. 


The American Perfumer 











3. The physical characteristics 
of the active ingredient solu 
tion at below 
peratures. 

1. Adequate material and pro 
duction control. 


lreezing tem 


members 


Just a few of the many 


Miss Hazel Bishop of lipstick fame and Miss Phyllis 


Carter pause to exchange notes on prevailing fashions. 





son, Gilson Drug Co.; Irving A. 
Tennyson, Maxwell & Tennyson; 
George Slobin, G. Fox & Co.; and 
David I. Estrin, District Wholesale 
Drug Corp. 

Cosmetic and toiletries manufac 





took advantage of the facilities for 


providing cheer. 


OPS Appoints Members to 
Cosmetics Committee 


The Office of Price Stabilization 
has formed advisory committees for 
cosmetics and toiletries manufac 
turers and distributors. 

Members are: 

Drugs and cosmetics distributors, 
wholesalers, and retailers; Herman 
Nolan, McKesson & Robbins; Tom 
Barton, Walgreen; Samson B. Mox- 
ley, Haag Drug Co.; Albert W. 
Gibbs, Birmingham; Peter Mar- 
quard, H. L. Hudson Co.; Jerome 
Edlis, Edlis Beauty & Barber Shop 
Supply; Lee Wilson Hutchins, Ha- 
zeltine Perkins Co.; John A. Croz- 
ier, Calvert Drug; J. Lewis Gund- 
ling, Peoples Drug; Charles Gil- 
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turers; Ira S. Wilson, Halliwell; 
H. L. Brooks, Alexandra de Mar- 
koff Sales Corp.; James Newman, 
Lehn & Fink Products; Nelson 
Millard, Harriet Hubbard Ayer; 
George A. Wrisley, Allen B. Wris- 
ley Co.; Arthur Alter, Paris Cos- 
metics; Joseph W. Kane, Iodent 
Co.; N. S. Walbridge, Beauty 
Counselors; Edward J]. Breck, John 
H. Breck & Co.; Herbert Storfer, 
Parfums Corday; E. M. McNally, 
Damilek Barbasol Co.; Joseph A. D. 
Mary Chess; Ben F. Breslauer, A. 
Breslauer Co.; and J. D. Nelson, 
Andrew Jergens Co. 


Plough Inc., Memphis, Tenn. 
has taken over the dentifrice busi- 
ness of August E. Drucker. 





J. H.R. Stephenson, Dr. Dan Dahle and Harland J. Wright discuss 


some of the weightier problems facing the industry. 


No Early Issuance of Special 
Cosmetic Pricing Regulation 


A feeling that cosmetic manu 
facturers are comfortable under the 
General Ceiling Price Regulation 
(GCPR) plus a heavy backlog of 
work in the OPS Drugs & Cosmet 
ics Section compels the conclusion, 
according to a late well considered 
bulletin of the National Beauty 
and Barber Manutacturers’ Assn., 
that OPS will be in no hurry to 
issue a special pricing regulation 
for cosmetics. 

Until such regulation is issued, 
the pricing of cosmetics will re 
main subject to the provisions of 
the GCPR. As a matter of fact, the 
issuance of the cosmetic regulation 
is not expected to change the 
method of pricing cosmetics now 
provided for by the GCPR. Cos 
metics delivered during the base 
period (December 19, 1950, and 
January 25, 1951) will continue to 
have as their ceiling price the high- 
est price charged during that pe- 
riod. Moreover the cosmetic pric- 
ing regulation is not expected to 
relieve certain manufacturers from 
“squeezes” caused by rising costs 
since Korea by permitting highet 
prices to offset factory labor and 
material costs. Nor will the regula- 
tion provide for a_ rollback of 
prices for those whose increased 
prices have exceeded costs. 

Since prices, under the proposed 
cosmetics regulation, for new pack- 
aged, changed-sized packaged and 
changed packaged cosmetics will be 
based on the price charged for the 
most comparable packaged  cos- 
metic in the base period (Dec. 19 
Jan. 25), manufacturers bringing 
out new or changed packaged cos- 
metics and caught in a squeeze be- 
cause of increased costs will be 
stuck with the reduced margins in 
effect for their products during the 
Dec. 19-Jan. 25 base period. 
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Flavors 





How to Make Flavoring Tablets 


Increased interest in the formulation of flavoring tablets taken 


as a result of mobilization for defense. 






Experience in 


World War ll. . . . Factors to be considered in making tablets. 


LAVORING powders which 

were described in detail in a 

previous issue of this section, 
and which are in some measure a 
precursor of flavoring tablets have 
many uses and advantages but they 
have one disadvantage with respect 
to tablets and that is that it is sim- 
pler to make a tablet equivalent to 
a desired quantity of a flavor ex- 
tract, essence, or emulsion than to 
measure out a given weight or vol- 
ume of a powder. Both powders 
and tablets, however, have the very 
great advantage over flavor ex- 
tracts, essences, and emulsions in 
that a great saving of space is pos- 
sible in comparison with the space 
requirements for flavor extracts 
and essences and even for flavor 
emulsions. The ease of handling 
and dispensing flavoring tablets is 
also superior to these other forms 
of flavoring materials. 

These factors led the Quarter- 
master Corps in World War II to 
set specifications for flavoring tab- 
lets and as a result of procurement 
in this field there was marked im- 
provement in such products and a 
great increase in their production. 
With the end of World War II, 
there was some decrease in both in- 
terest in this field and in the vol- 
ume of production but it is possi- 
ble that in the present emergency 
interest may be reawakened in this 
form of flavoring product. 

While there is little doubt that 
within the past decade there has 
been tremendous development in 
the production of tablets, certainly 


© Professor of Chemical Engineering, Polytechnic 
Institute of Brooklyn. 
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in so far as flavoring tablets are 
concerned, it would not be correct 
to assume that this is an entirely 
new development for flavoring tab- 
lets were made in the past and are 
really a development of tableting 
in other fields, principally in phar- 
macy and in medicine. 


Pouring in ingredients for thorough 


mixing. 


According to A. Osol and G. E. 
Farrar in The Dispensatory of the 
United States of America, (24th 
edition, Lippincott, Philadelphia, 
1947), William Brockenden first 
manufactured tablets by compres- 
sion in England in 1843. In the 
United States such products were 
manufactured considerably _ later 
for it was not until 1867 that Jacob 
Dunton prepared them. Later Jo- 
seph P. Remington made a device 








for compressing tablets and_ this 
was described in the United States 
Dispensatory in the 16th edition 
about 1888. Silver and Clarkson 
have detailed methods for the pro- 
duction of tablets in a publication, 
Manufacture of Compressed Tab- 
lets (F. J. Stokes Mach. Co., 44). 

From a definition of tablets 
given by a joint committee of the 
American Drug Manufacturers’ As- 
sociation and the American Phar- 
maceutical Manufacturers’ Assn., 
the differences between flavoring 
tablets and medicinal tablets and 
also. the similarities between 
these products can be _ seen: 
“Tablets are unit forms of medi- 
cinal substances prepared by com- 
pression or moulding. They are 
most frequently of round or dis- 
coid form but may be of a great 
variety of shapes. Compressed tab- 
lets may be plain or coated in vari- 
ous ways for protection of ingredi- 
ents, masking of taste, or for spe- 
cial therapeutic uses. Moulded tab- 
lets are usually easily friable and 
quickly soluble or disintegrable. In 
all cases medicinal tablets should 
exert their effect within a satisfac- 
tory period of time under normal 
conditions of use.” 

In a wholly analogous manner 
flavoring tablets are unit forms of 
flavoring materials prepared by 
compression or moulding; they are 
most frequently of round or of dis- 
coid shape but may be of a great 
variety of forms; they may be plain 
or coated in various ways for pro- 
tection of the ingredients wal in 
all cases should be able to be dis- 
persed readily and be disintegra- 
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Left: Filling the hopper with prepared powder mix which runs down into a feed chute accurately metered to the die. In the revolving 
head, punches come together compressing the powder into tablets. Center: A Stokes rotary 
1 3/16 in. in diameter at speeds up to 675 per minute. Right: One man can attend to a 
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ble. Moulded flavoring tablets 
should be easily friable and quickly 
soluble and disintegrable. 

Compressed tablets are made by 
use of machines equipped with ap- 
propriate punches and dies. For 
flavoring tablets, the customary 
size is tablets of 5 to 514 grains, al 
though 314 grain tablets are also 
made, and the machines are gen- 
erally capable of punching out 
1,000 to 1,500 tablets of uniform 
weight per minute. 

In general tablet manufacture, if 
the material is granular in form, no 
other component is necessary in 
order to make the tablet for such 
granular materials will retain thei 
form after compression. In the case 
of flavoring tablets, the flavoring 
ingredient, itself, for instance van- 
illin, will not comprise the entire 
mass of the tablet for then the 
equivalent flavoring strength will 
generally be too high. Hence it is 
necessary to use a diluent or filler 
to make up the remaining mass ol 
the tablet. 

Formerly the principal diluent 
used was sucrose, that is, cane o1 
beet sugar but work with flavoring 
tablets disclosed that lactose was 
superior and the specifications of 
the Quartermaster Corps list lac- 
tose as the bulk component. 
Among the other diluents men- 
tioned in the preparation of tablets 
are dextrose, dextrin, methyl cellu- 
lose (hence it is possible that so- 
dium cellulose glycolate, CMC, 
might also be found useful), starch 
and modified starches, gums like 
acacia, and sodium chloride. 
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In medicinal tablet manufacture, 
it is customary to granulate, that is, 
moisten the batch being tableted 
with water or an adequate acque- 
ous-alcohol solution prepared from 
an appropriate denatured alcohol, 
so that granules can be formed sub- 
sequently. Other granulating sol- 
vents and solutions such as isopro- 
pyl alcohol, simple sirup, corn 
sirup, starch paste, gum solutions 
like gum arabic solution, and gela- 
tin solution are also employed. ‘The 
moistened material is then passed 
through sieves or screens to remove 
lumps, dried, and resieved and is 
then passed to the compressing and 
tableting machines. 

Granulation may not be neces- 
sary in those flavor tablets in which 
all the ingredients lend themselves 
to direct compression but steps 
analogous to those described above 
have to be employed in some in- 
stances for fruit flavor tablets. 

In those instances in which the 
flavoring components might be 
harmed by the addition of mois- 
ture, dry granulation may be used. 
In this step, the powdered flavor is 
compressed into slugs, that is, into 
oversize tablets. These slugs are 
broken into the proper size gran- 
ules by forcing the slugs through 
screens of the mesh desired. They 
are then compressed into the tab- 
let size required. 

In order to have the tablet break 
up readily so that its components 
may dissolve in the solution or 
mixture to which it is to be added, 
an ingredient such as starch is 
often incorporated. The granules 








tabletting machine which makes tablets 


battery of 20 tabletting machines like this. 


of dry starch absorb water from the 
mixture to be flavored and swell 
and thus disrupt the tablet. The re- 
sulting particulation assists in the 
solution of the tablet ingredients. 

A serious problem in the manu- 
facture of flavoring tablets of the 
fruit flavor type is the sticking of 
the powder to the punch faces and 
the dies. This will be discussed in 
greater detail. However, the diffi- 
culty may possibly be overcome by 
incorporating a small amount of 
hardened vegetable oil, or stearic 
acid, or stearates. 

If it is desired to do experimental 
work on flavor tablets the method 
used for the preparation § of 
moulded tablets or tablet trituates 
may be employed. This method 
was developed by Robert M. Fuller. 

A flavoring powder is prepared 
as described in a previous article 
and this is moistened with sufficient 
aqueous alcohol to make a paste. 
The pasty mass is pressed into the 
perforations of a plate made of 
hard rubber or of plastic or other 
material and the excess is scraped 
off. When the paste has dried, the 
formed tablets are pushed out by 
pressing the plate with the perfo- 
rations together with a matched 
plate equipped with pegs of the 
same size as the perforations. 


In a subsequent article the for- 
mulations used in the preparation 
of vanilla tablets and imitation 
maple flavor tablets and_ the 
method of making fruit-flavored 
tablets will be described. 
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Outlook Good for Flavor Makers 


Increased drawback on alcohol with adequate supplies probable 


encouraging to Flavoring Extract Manufacturers Assn. 


. . Trends 


affecting the industry considered at convention in New York. 


OOD NEWS for the flavoring 

products industry came when 

the House Ways and Means 
committee increased the excise tax 
on distilled spirits from $9 to $10.50 
per proof gallon and likewise in- 
creased the current drawback pro- 
viso from $6 to $9.50 per proof 
gallon on ethyl alcohol used for 
non-beverage purposes in the pro- 
duction of flavors and flavoring 
products, food products and medi- 
cines. This was one of the dominant 
themes at the forty-second annual 
meeting of the Flavoring Extract 
Manufacturers Assn. in the Hotel 
Statler, New York, N. Y., May 20, 
21, 22 and 23. Coupled with the 
report that there is little likelihood 
of an alcohol shortage for the indus- 
try much confidence was felt as to 
the general outlook for the industry 
in the months ahead. 

Curiously when Hon. Harold 
Leventhal of the Office of Price 
Stabilization who came by invita- 
tion to the meeting expressly to 
clarify any doubts as to the work of 
the OPS and to answet questions 
which have been plaguing members, 
only one man rose to ask a question. 


New Officers 


Officers elected for the coming 
year were: 

President, W. G. Grant, National 
Nu-Grape Co., Atlanta, Ga. 

Ist Vice President, W. H. Hot- 


President W. G. Grant, Herbert Trimby and Albert 


Firmenich 
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tinger Jr., Boweys Inc., Chicago, Il. 
2nd Vice President, D. J. Jenks, 
Foote & Jenks, Jackson, Mich. 

3rd Vice President, Myron C. 
Hess, Twitchell & Co., Philadelphia, 
Pa. 

Treasurer Lloyd C. Smith, Vir- 
ginia Dare Extract Co., Brooklyn, 
N. Y. 

Secretary, 
Baker Extract -Co., 
Mass. 

The Executive Committee is com 
posed of E. N. Heinz, Food Ma 
chinery Corp.; S. N. Kleinschmidt, 
Liquid Carbonic Co.; H. C. Trim- 
by, Vanilla Laboratories; and H. J. 
Rhinehardt, American Home Prod 
ucts Corp, 

The Advisory Committee is com- 
posed of Leslie S. Beggs and John 
N. Curlett. 

The convention had an auspi 
cious opening on Sunday afternoon 
when arriving members were the 
guests of the suppliers at a cock 
tail party; but the serious business 
meetings which were well attended 
began the following morning. Presi- 
dent John N. Curlett and Execu- 
tive Secretary and General Counsel 
John S. Hall gave their reports. In 
the latter report Mr. Hall stated 
that about 1,530 legislative bills 
affecting the industry had been in- 
troduced in Congress and the vari- 
ous state legislatures in the past 
year. 


Leland P. Symmes, 


Springfield, 


Chester A. Smeltzer 


Imports of vanilla beans in 1950 
totaled 2,312,000 Ibs. almost double 
the imports in 1949. Madagascai 
imports were 1,683,000 Ibs.; Indo- 
nesia 90,000 Ibs.; the French Pacific 
islands 162,000 lbs.; and Mexican 
imports declined from 332,000 Ibs. 
in 1949 to 279,000 Ibs. in 1950. The 
foregoing was reported by Ray C. 
Schlotterer of the Vanilla Bean 
\ssn. in his interesting paper on 
the vanilla market. 


No Alcohol Shortage 


\ccording to Samuel A. Krasney 
of the Journal of Commerce there 
is no known reason, following a 
checkup with Washington admin 
istrative offices, to order a cutback 
in alcohol usage for flavoring ex 
tracts. The total use of alcohol by 
the flavoring industry this year will 
be about two million gallons, 

Che overall alcohol picture is as 
follows: 

There are four major estimated 
potential sources of alcohol, outside 
of the beverage distillers. Synthetic 
alcohol is expected to amount to 
about 105,000,000 gallons; alcohol 
imported from the Caribbean area 
should total about 100,000,000 gal- 
lons; France, having used up the 
major portion of its reserve alcohol 
inventory pool during 1951 should 
be able to supply only about 60, 
000,000 gallons; while other sources 
abroad may total 40,000,000 gal 


Gert Keller, Dr. Irwin Plagge, Mrs. Keller, and George 


M. Armor 
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sculptured classic when you pack to attract in 
crystal clear Maryland Glass. A wide variety 
of smart designs in a complete range of sizes 
are constantly in stock, ready for immediate 
shipment. Or, we'll create a distinctive design 
for your exclusive use. Just drop us a line 
giving the nature of your product and the sizes 
in which you pack it. We'll send samples and 
prices. Naturally, there is no obligation. 
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Your success in the creation of 
fine perfumes depends greatly upon the 

skill, originality and experience of 

your sources of supply for fragrant materials. 
Givaudan products and services are 


the result of over 50 years of 


WORLD-WIDE EXPERIENCE 


They reflect the artistry and 





knowledge of our large staffs of perfumers 
and chemists in the renowned Givaudan 


Laboratories at Paris, Geneva and Delawanna. 





“Yours For Quality 
In All Things Fragrant” 


wouden | JeLouannd, 


330 West 42nd Street, New York 18, N. Y. 


Branches: Philadelphia + Boston + Cincinnati + Chicago + Seattle + Los Angeles + Toronto 










You can tell A NORDA ORIGINAL 
from the rest. It stands out. It is defi- 
nitely different. 


Use A NORDA ORIGINAL to give prod- 

ucts you’re making or planning a dis- 

tinction that makes them matchless. 

Produce unique best-sellers, with A 
N KES NORDA ORIGINAL. 


NTS T 
= The old and the new are subtly teamed 


in A NORDA ORIGINAL. Spicy, old- 


CHICAGO + LOS ANGELES + ST.PAUL * MONTREAL + TORONTO ~ 


POLAR BEAR 
(Unsag 


maritimug) 


fashioned fragrance unites with a mod- 


ern odor of sophistication. 


Send today to Norda, first ever to talk 
sales scents, for free samples of A 


NORDA ORIGINAL, the smell that will 


sell your products. 


Nore Le L 







ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 
601 West 26th Street, New York 1, N. Y. 
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lons. This amounts to a total of 
305,000,000 gallons, estimated avail- 
able—without the production of 
beveraged distillers. 

The requirements for 1952 
should shape up about as follows: 
Essential civilian need, 180,000,000 
gallons; military requirements, 5,- 
000,000 gallons; and synthetic rub- 
ber, 170,000,000 gallons or a total 
of 355,000,000 gallons, which is at 
least 50,000,000 gallons more than 
the amount available from normal 
sources. It is expected that domestic 
grain distillers will have to make 
up this difference. Some sources in 
the liquor industry and government 
anticipate that this difference may 
amount to as high as 85,000,000 
gallons. 


Alcohol Tax Reduction 


The House Ways and Means 
Committee has increased the excise 
tax on distilled spirits from $9 to 
S10.50 per prool gallon. The Com 
mittee likewise increased the cum 
rent drawback proviso from $6 to 
$9.50 per prool gallon on distilled 
spirits (ethyl alcohol) used for non 
beverage purposes in the produc 
tion of medicines, medical prepara 
tions, flood products, flavors and 
llavoring extracts. 

This means that in the purchase 
ol distilled spirits (ethyl alcohol), 
permittees will be forced to deposit 
510.50 per proof gallon, or $19.95 
per wine gallon, and will receive a 
drawback of $9.50 per proof gallon, 
or $18.05 per wine gallon. In othe: 
words, the net tax per proof gallon 
on distilled spirits (ethyl alcohol) 
used for non-beverage purposes in 
the production of medicines, medi 
cal preparations, food products, 
flavors and flavoring extracts will 
be in the sum of $1 per proof gal 
lon, or $1.90 per wine gallon. 


Citrus and Mint Oil Situation 


Oil tangerine has practically dis- 
appeared from the market and was 
not produced this year, Hans P. 





Newly elected officers who will guide the F.E.M.A. in the coming year 


Wesemann reported for the Essen- 
tial Oil Assn. 

Due to a devastating frost earlier 
this year the production of oil 
grapefruit in Texas is impossible. 
\s Florida is making very little of 
this oil the only possible suppliet 
is Arizona. A few tons of oil will 
probably be produced during the 
next few months, but will not 
far toward meeting the normal 
ton demand. 

The burden of supplying orange 
oil rests with California. Only 
limited quantities of Florida orange 
oil are available. In California pro 
duction cannot keep up with de 
mand, although there is a_ possi 
bility that by October ample oil 
will be available. The fruit crop 
although late is excellent. If there 
should be a good fresh fruit mar- 
ket late this year growers will make 
more money by leaving the fruit 
on the trees. Should they be dis 
appointed it is possible later this 
year that processing plants will re- 
ceive fruit in excess of their ability 
to handle and much fruit might 
spoil resulting in a decreased oil 
production. Dealers in orange oil 
are urging their customers to hold 
consumption to the lowest possible 
level. 

The scarcity of orange oil has ac- 
celerated lemon oil consumption. 


oO 
20 
Or 


) 


The present season is late but the 
fruit crop is excellent and abundant. 
It is still believed that more lemon 
oil will be produced this season 
than during any previous year. The 
lemon oil shortage is likely to be re- 
lieved in the near future. 

Production of lime oil in Mexico, 
the most important producer, is lim- 
ited. The production of expressed 
lime otl could be increased only 
with a corresponding loss on the dis- 
tilled. 

\ normal production of oils 
spearmint and peppermint is ex 
pected. There should be enough fon 
all normal requirements. 


Glass and Closure Outlook 


K. A. Hamel of the Owens- 
Illinois Glass Co. discussed briefly 
Glass Order M-51 recently issued by 
the Government and the effect ol 
this order upon flavoring extract 
and fruit and syrup manufactures. 
This order states specifically that 
any mold that has not made a pro- 
duction run as of March 31, 1951 
falls in the category of a new mold 
or one not in existence under the 
terms of the order and cannot be 
operated. 

“Glass Order M-51 as it now 
stands should work a hardship on 
comparatively few users or glass 
manufacturers, but it definitely ex- 





Mr. and Mrs. Charles O. Homan 
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and Mrs. Fred Huber, Mrs. Paul Manheimer 
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Ray F. Caulk, John C. Waters and Mr, 
and Mrs. Gene Kielhofer 


cludes new shapes, designs and ca- 
pacities as long as it is in force, 
unless special approval is given,” 
Mr. Upham said. 

Generally speaking metal closure 
manufacturers seem to be in a fair- 
iy good position. With plastic clos- 
ures, particularly those made of 
phenol, manufacturers have a dif- 
fent problem. The supply of facing 
liners for closures also presents 
some problems to closure manufac- 
turers and users. 

Among the other significant pa- 
pers read at the meeting were: 
“What Corn Sweeteners have to 
Offer the Extract and Beverage In- 
dustry” by John N. Krno; A mes- 
sage from Paul S. Willis of the 
Grocery Manufacturers of Ameri- 
ca; “Necessary Procedure to Secure 
Contracts from the Quartermaster 
Corps” by William C. Winokur; 
“Oleoresins and Fluid Extracts’’ by 
Edwin G. Allison; “Better Flavors” 
by W. D. Graham, Firmenich & Co. 
and “Current Developments on 
Alcohol Supply and Taxation” by 
Samuel A. Krasney. As some of 
these will be published in subse- 
quent issues they are not abstracted 
here. 

Reports were given by John H. 
Beach, chairman of the Conven 
tion Committee. A. Joynes Beane. 
Philip Gott, and Louis J. Woolf 
gave reports respectively on the 
U. S. Chamber of Commerce meet- 
ing, a message from the National 
Confectioners and the report of the 
advertising Committee. 

The session on the final day was 
given over to reports of the Stand- 
ards Committee by H. Walter 
Kuhl; the Raw Materials Commit- 
tee by E. N. Heinz; the Trade Re- 
lations Committee by Don C. 
Jenks; the Transportation Commit- 
tee by W. G. Grant; the Alcohol 
Tax Committee by Garrett F. 
Meyer; and perhaps the most sig- 
nificant from a scientific if not a 
commercial point of view the re- 
port of the Scientific Research Com- 
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John Buslee and Gene Kielhofer 


close business associates 


mittee by Dr. I. F. Plagge, on vanilla. 
Golf Winners 


Don Jenks won the President's 
cup and is the new champion of 
the association in golf. Other win- 
ners of prizes were Thomas Bush, 
John Richards, Roy Hagelin, 
Arthur Turner, Harry  Heister, 
Kenneth Newman and Alden Lud- 
low. Edward Bush and F. J. Lue- 
ders also won prizes. For the first 
time ladies also played and the fol- 
lowing were awarded prizes. Mrs. 
Gene Kielhofer, Mrs. Don Jenks, 
Mrs. Ernest Briggs, Mrs. F. J. Lue- 
ders and Mrs. Edward Bush. 


Among Those Present 

Those present at the meeting 
were: Edwin G. Allison, George M. 
Armor, S. E. Andersen, R. B. 
Abrams, Paul Adams, John J. 
Autun. 

Carl G. Brinkman, Jacob Beck, 
Mr. & Mrs. J. M. Blatterman, How- 
ard Beck, Mr. and Mrs. F. G. 
Buehler, Mr.and Mrs. Ernie Briggs, 
Mr. and Mrs. Ed. A. Bush, K. M. 
Baldwin, W. W. Bicsell, Mr. & Mrs. 
John H. Beach, John J. Beach, Mr. 
& Mrs. John Buslee, Edward 5S. 
Buckley, Ralph Bloom, Jack Beane, 
Mr. & Mrs. Tom M. Bennett, J. J. 
Broderick, Donald H. Bush, Mr. & 
Mrs. Leslie S. Beggs, Mrs. Berney, 
Paul Baldwin, Earl L. Booth, John 
A. Bouton, Frank Brumburgh, C. C. 
Bryan, W. A. Bush. 

R. Cagigal, Wm. X. Clark, Mr. & 
Mrs. John N. Curlett, Chris Chris- 
tensen, Ray F. Caulk, H. M. Cole, 
Frank Campbell. 

Dr. Clark E. Davis, Wm. B. Burl- 
ing, Bruce L. Durling, Albert O. 
Daniels, Pierre Damman, Mr. & 
Mrs. Edward H. Davis, Louis 
Davids, H. F. Dresel. 

Henry H. Eickmeyer, Felix F. 
Eberhart. 

Al Froid, V. H. Fischer, Nate 
Fretz, Alfred Feuer, Walter Fretz, 
Mrs. Ruth Farnworth, Wm. G. 
Foley, Albert E. Firmenich, Walter 





4. Daniels, F. Rauch, Miss Barbara Cailler, 


Cecil Rice and Henry Eickmeye 


J]. Fried, W. F. Fischer, Harry H. 
Forst, Mr. & Mrs. Alphonse Flore, 
Chas. E. Fricke, Robert M. Foss, 
Joseph H. Fein, Jacob Friedman, 
Herbert Farrell, Robert Felton. 

W. G. Grant, Frank W. Green, 
William B. Guild, Warren Godfrey, 
Mr. & Mrs. Austin A. Gendreau, 
W. D. Graham, Geo. H. Gaste- 
meyer, Neil Grace, Mr. & Mrs. Mil- 
ton Glaubman, J. F. Glienke, Don 
Gussow, Chas. Grimm, Joseph 
Greenberg. 

Mr. & Mrs. Sidney Horowitz, 
John S. Hall, John B. Holland, Mr. 
& Mrs. Chas. O. Homan, Walter R. 
Hicks, Joseph L. Huisking, Mr. & 
Mrs. Myron J. Hiss, L. Hagnaw, 
Roy W. Hagelin, H. W. Heister, 
E. N. Heinz, Jr., Wm. A. Hoffman, 
F. Huber, E. H. Hamann, Harry 
Harkness. 

Mr. and Mrs. A. E. Illes. 

David Jorysch, Mr. & Mrs. C. G. 
Jackson, Mr. & Mrs. Don C. Jenks, 
Claude Johnstone, Harold Janov- 
sky, Harry Jackness, V. D. Johns- 
ton, Carl J]. Jensen, Mr. & Mrs, E. C. 
Johnson, Jr. 

John M. Krno, S. N. Klein- 
schmidt, Dr. Alexander Katz, P. 
Val Kolb, Mr. & Mrs. Gene D. Kiel 
holer, Mr. & Mrs. Robert Krone, 
Mr. & Mrs. Gert Keller, Carl 
Katzenstein. 

Mr. & Mrs. Alden R. Ludlow, Jr., 
Mr. & Mrs. O. K. Larsen, Mr. & 
Mrs. F. J. Lueders, David Lakritz, 
Mr. & Mrs. H. S. Linch. 

C. F. Messersmith, Joseph R. 
Maxwell, W. F. Meyer, Garret F. 
Meyer, Bob Murphy, Mrs. Bob 
Murphy, J. R. Myers, Mr. & Mrs. 
Buzz McCormick, J. B. Magnus, 
G. H. McGlynn, Dr. J. H. Me- 
Glumphy, E. A. Millican, Mr. & 
Mrs. Wm. Miller, Paul H. Man- 
heimer, Edw. J. Manheimer, J. 
Manheimer. 

Mr. & Mrs. Frank D. Nowland, 
Mr. & Mrs. Clark C. Nowland, 
Granville M. Neal, K. R. Newman. 

Dr. I. F. Plagge, Ed. J. Packard, 
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John Curlett, Lloyd E. Smith, Henry A. Mr. and Mrs. J]. M. Blatterman and W. F. Symmes, Leland P. Symmes and 





Kellerhals and Lincoln Young 


Meyer 


Austin R. Turner 





Mr. and Mrs. 
Vrs. ]. Beck and Mr. and Mrs. E. H. Davis 


Leslie §S. 


D. R. Pennock, C. Perez. 


Fred F. Rauch, Cecil W. Rice, 
Mr. & Mrs. Joseph F. Rudolph, 
Clive N. Ross, R. J. Ritchie. 

E. Sturman, Edward H. Silk, 


Chester A. Smeltzer, Philip Steuber, 
Mr. & Mrs. Willis S. Steinitz, Max 
Sturges, H. Salmon, L. J. Stras 
burger, James Schmidt, Mr. & Mrs. 
Paul N. Sperry, Mr. & Mrs. David 
Shanker, E. Sturman, Mr. & Mrs. 
Quentin Shiriff, Chas. Schneider, 
Herbert S. Simon, Harris Shore, 
Chas. E. Smith, Harry Smith, 
Stephen A. Schafer, Ed Spellman, 
James Jf. Sullivan, Leland F. 
Symmes, Robert M. Symmes, Wm. 
J. Sunn, Mr. & Mrs. Henry K. 
Schmidt, B. H. Smith, Lloyd E. 
Smith, Fred Scherer. 

Mr. & Mrs. Herbert L. Trimby, 
Frank S. Topper, Alfredo Trueba, 
Sr., Alfredo Trueba, Jr., Mr. & Mrs. 


Wm. H. Triest, Mr. & Mrs. A. R. 
Turner, F. J. Triest, W. Tomzak, 
Wm. Triest. 


Kent Upham. 

E. Vles, Mr. & Mrs. Eusebio B. 
Vina. 

L. A. Weed, Jr., Louis J. Woolf, 
Mr. & Mrs. G. J. Waegelin, Mr. & 
Mrs. C. K. Wellenkamp, Mr. & Mrs. 
James F. Whitescarver, G. Wellner, 
Dr. A. Wendt, J. C. Waters, Frank 
Wiehe, B. G. Wirsing, Wm. C. 
Winokur, F. Weber. 

Lincoln R. Young, Mr. & Mrs. 
John O. Zink. 


The next annual meeting of the 
F. E. M. A. is scheduled to be held 
in Chicago, Ill. 
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Beggs, Mr. and 


Mr. and Mrs. A. E. 


ander 


Illes and Dr. Alex- 
Katz 


Polak & Schwarz Holds Plant 
Ground-Breaking Ceremony 


Officers and other members ol 
Polak & Schwarz, Inc., attended the 
concern’s ground-breaking  cere- 
mony for its new flavor plant at 
Teterboro, N.J. The ceremony was 
performed by Mrs. Elly Schwarz, 
widow of the late Samuel Schwarz, 
and Mrs. Kathryn Wynmalen, 
widow of the late John Wynmalen, 
former president. The gathering 
was addressed by executive vice- 
president Louis Davids. Officers at- 
tending included Benjamin d’An- 
cona, Clifford Jackson and Charles 
Fricke. The firm intends to move 
its factory from its present location 
at Guttenberg as soon as the new 
building is completed. 


Lie-Rich Co. to Start $100,000 


Licorice Producrs Campaign 


Lic-Rich Co., Cleveland, Ohio, 
will start national distribution of 
its Lixie ice cream, Lic-Rich solt 
drink, and Lix, an ice cream prod- 
uct, this summer. A 30-day intro- 
ductory campaign has been budg- 
eted at $100,000. 

Newspapers, radio and television 
announcements will be employed 
in July and national magazine ad- 
vertising is expected to be sched- 
uled for September. Lic-Rich Co. 
is a 14-year old firm which has spe- 
cialized in licorice root experi- 
ments. This is said to be the first 
campaign of its kind. 


W. Symmes, Leland P. 


Jack Friedman and Murray 


Symmes and 


Simon 


Department of Agriculture 
Sees Citrus Crop Increase 


A 7.5 per cent increase in this 
year’s citrus crop over last year’s 
has been predicted by the Depart- 
ment of Agriculture. A 169,270,000 
box crop was foreseen, against 156,- 
395,000 last year and the 1939- 
1949 average of 163,447,000. A 12,- 
500,000 box lemon crop is expected 
against last year’s 11,360,000, and 
13,055,000 for the 1939-1949 aver- 
age. Latest predictions put the 
oranges and tangerine crop at 112,- 
750,000 against 108,535,000 and 
99,700,000 for 1939-1949. 


Foster D. Snell Adds Three 
to Technical Staff 


Foster D. Snell, Inc., New York, 
N.Y., has announced three recent 
additions to its technical staff. Wil- 
liam H. Kamninen, University of 
Chicago graduate, will be in 
charge of the Food Technology De- 
partment; Dr. A. Haldane Gee has 
been appointed Director of Bacter- 
iology and Toxicology; and Irving 
Seidenberg has been named Chiet 
Bacteriologist. 


Flavors for Carbonated Beverages 
In Givaudan Brochure 

Raspberry, strawberry and cherry 
flavors for carbonated beverages 
are described in a brochure issued 
by Givaudan Flavors Inc. 330 W. 
12nd St., New York, 18, N.Y. 
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The Empress closure and smart label com- 
bination make Duraglas stock-mold bottle 
A-4338 a highly individualized sales package. 


K le 


aes 


You’Lt FIND it’s surprisingly in- 
expensive to give your product 
sales appeal with expensive look- 
ing, but economical stock-mold 
Duraglas bottles. 

Owens-Illinois has more than 


1400 different sizes and styles of 
Duraglas stock-mold bottles to 
choose from. Our package design 
specialists at the Duraglas Center 
can help you create a striking 
bottle — label — closure combina- 


MAKEUP: makes the diforenee| 


tion that’s just right for your 
product. 

No matter what the market con- 
ditions may be, it doesn’t pay to 
let your package get out of the 
habit of selling. 


DBuwragLas bottles are protectors of quality 


OWENS-ILLINOIS GLASS COMPANY * TOLEDO I, OHIO * BRANCHES IN PRINCIPAL CITIES 
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FLAVORED NOTES 


A reader of this section sent me 
his formulation for an imitation 
rum flavor, saying he was not com- 
pletely satisfied with it and asking 
for constructive critical comment. 
Examination of this composition 
showed that it was top heavy with 
vanilla and also tonka. It was sug- 
gested that these be cut down 
somewhat and that a_ trace olf 
diacetyl be added. 

In the September 1950 meeting 
of the American Chemical Society 
held at Chicago two papers on the 
chromatographic separation of ter- 
penes and terpene derivatives were 
presented. These were noted in the 
columns devoted to recent develop- 
ments in the Flavor Field pub- 
lished in the AMERICAN PER- 
FUMER in November and Decem- 
ber 1950. The complete papers 
have now been published: J. G. 
Kirchner, |. M. Miller, and G. 
Keller, “Separation and identifica- 
tion of some terpenes by a new 
chromatographic technique,” Anal. 
Chem. 23, 420 (1951) and J. M. 
Miller and J. G. Kirchner, “New 
type of chromatographic column,” 
inal. Chem. 23, 428 (1951). 
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In addition to tablets, the Quar- 
termaster Corps has set up specifi- 
cations for a lemon oil capsule: 
Quartermaste! Corps Tentative 
Specification C. Q. D. 385, August 
29, 1945. The lemon oil is adsorbed 
on tricalcium phosphate and put 
up in capsules.—M. B. J. 


Drug and Chemical Assn. of Miss. 
Holds Tri-City Golf Tournament 


The Associated Drug and Chem- 
ical Industries of Missouri held its 
Tri-City Golf Tournament on 
Tuesday June 5 at the Norwood 
Hills Country Club, St. Louis 
County, Mo. Chicago, Detroit and 
St. Louis held their annual compe- 
tition for the Fort Dearborn Tro- 
phy. The event was followed by a 
dinner dance in the evening. 


F&F Test Markets New 
10c Dessert Syrup 


F&F Laboratories, Inc., Chicago, 
Ill., cough drop manufacturers, is 
test marketing Goop, a_ dessert 
syrup in a plastic bag, retailing for 
10 cents. The product comes in 
four flavors, including hot fudge, 
and the bags can be warmed in hot 
water, eliminating dirtying of 
utensils. 


Cost Increases Calculations 


Under CPR 22 Clarified 


In clarifying sections of the 
Manufacturers’ Pricing Reg., CPR 
22, for calculating labor and ma- 
terial cost increases, Amendment 
3 to CPR 22 provides: 

(1) Net sales figures used in mak 
ing calculations for labor and 
material adjustments relate 
only to sales of commodities 
produced by the manufac- 
turer; not those for which he 
is simply a distributor. 

In computing changes in ma 
terial costs in the case ol 
where substitute materials are 
now being used, the manufac- 
turer compares the cost of the 
base period material and the 
substitute material on the 
basis of the same quantity of 
production. 

In determining costs by aver- 
aging prices at which materi- 
als were delivered, the manu- 
facturer should not include 
deliveries made under old or 
“stale” contracts. 


Packaging Machinery Manufac- 
turers Institute will meet October 
13-17 in Southern Pines, N. C. 


Flavor by Ernest C. Crocker. 
Philosophy of flavor perception, chemistry of flavoring 


agents 


Methods of preventing off flavors in 


commercial products 


Synthetic Food Adjuncts by Morris B. Jacobs, Ph.D. 


Synthetic food colors, flavors, essences, sweetening 


agents, stabilizers and similar food adjuncts . 


$6.25 


BOOK DIVISION 


Moore Publishing Co. 48 W. 38 St. New York 18, N. Y. 


New York ' 
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There are many things more than precious oils and fine chemicals 
that go into the making of her perfume-—-and not the least of 


alors 


Our research teams are untiringly seeking new aromatic bodies 
through micro-analysis, molecular distillation, and all forms of 
higher organic chemistry. This effort results in new organic com- 
pounds, new isolates from existing materials, and improved 
techniques. Of the hundreds of research developments, rela- 
tively tew are accepted for use in fine perfume materials. Yet 
around these new aromatics, the imaginative genius of the per- 


fume chemist can create intriguing new and unusual fragrances, 
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Solvay makes it easy for you to give milady 
exactly the kind of bath crystals she wants... 
with all these important performance 
features: eye-catching color, delicate scent, 


sparkling beauty, free-flowing and 


water-softening properties. sie 
That's because Solvay SNOWFLAKE ** 
CRYSTALS has all the necessary 
requirements to give your bath crystals 
product these sales-making 


advantages! 


SOLVAY SALES DIVISION 
ALLIED CHEMICAL & DYE CORPORATION 
40 Rector Street, New York 6, N. Y. 
BRANCH SALES OFFICES 
Boston ¢ Charlotte ¢ Chicago ¢ Cincinnati 
Cleveland * Detroit © Houston * New Orleans 
New York ¢ Philadelphia ¢ Pittsburgh 
St. Louis * Syracuse 


FOR BATH CRYSTALS 
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Uniform size and brilliant sparkle 
in each erystal 


Readily absorbs dyes 
Takes perfume easily 
Dissolves instantly 
Softens water promptly and effectively 
Will not change physically or chemically in the package 
Mild and non-irritating to the skin 
Special detergent properties help soap lather better 
Non-caking 


Low-cost 
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WHAT THE 


RETAIL BUYERS REPORT 


New Ideas, Products Needed to Boost Sales; 
Attacks Specials, Half-Price Competition 


JEAN MOWAT 


Chicago—Every so often a buyer 
who is keenly aware of what goes on 


behind the counter when it comes to 


conclude that 
no idea-getters 


selling is forced to 
manufacturers have 
on their staff. 

“I’ve been in this business a long 
time,”” said the buyer for one of the 
smartest shops in the Middle West, 
“and I have never seen a time when 
makers were so apathetic, and ap- 
parently incapable of producing a 
new idea of their own. No, they must 
copy some idea that has proved a 
winner.” 


Decries Lack of Originality 


This comment is echoed and re- 
echoed among the smarter shops 
which do not want to carry the same 
type of merchandise as every chain 
drug store. “Apparently the makers 
don’t care where the merchandise 
goes so long as it is out of their stock- 
room,” continued this buyer. “I’ve 
never seen so much indolence, sloth 
and don’t-care attitude from the 
salesman who calls, to the owner of 
the house who once a year makes a 
trip! I think it is deplorable. If the 
sales’ returns are not what the firms 
expect they can only blame them- 
selves.” This buyer has the edge on 
many for she is a graduate chemist. 

The other day we dropped in on 
her just after she had been offered 
six spray deodorants, from that many 
firms “and the only difference was the 
name or color of the bottles,” she 
assured us. Her department has had 
many complaints that these sprays 
become clogged, and therefore are 
returned. 

Another 
been ‘ 
deluge. 


point on which she has 
‘harping” is the stick cologne 

“Once we did a good sum- 
mer selling on one stick. It fulfilled 
all our needs. now I can men- 
tion a dozen. The trouble is lack of 
inspiration to develop new ideas. No 
one has a chance for much more than 
one season but at least let us have 
that,” she begged. 


The average buyer has little prefer- | 


ence in either perfumes and colognes. 
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Sales are made when half price items 
are offered. Last month there was 
generally fair buying on half-price 
merchandise for Mother’s Day. Some 
of the better lines—such as Reta Ter- 
rell—also enjoyed a sale far in excess 
of normal. “But we will not do much 
more on this line, or any other until 
the next sale is held,” said a State 
street buyer. 


Half Price Competition 


The same opinion was voiced 
throughout this area. “The manu- 
facturers can complain all they want 
to do,” said a leading St. Louis 
buyer, “but they brought this on 
themselves. Once upon a time there 
was only a half price sale when a new 
package or bottle was to be used and 
the maker urged the retailer to clear 
his stock and make an allowance. But 
today we do our business on half 
price sale. If a woman can’t find her 
usual brand at that mark-down she’ll 
try another. At least it is one way to 
have them do a fair sampling job of 
other lines.” 


Gift Shop Selling 


During the past year there has 
been a wider range for selling finer 
cosmetics. Small gift shops that do 
about 99 per cent of business with 
women customers have found that 
the smaller jars of cosmetics in treat- 
ment lines and the higher priced 
fine perfumes are easy ways to in- 
crease dollar volume sales. Often 
these shops compete with drug 
stores and get the business because 
they will give a “gift” wrap regard- 
less of the sale and this makes an 
impression. 

Looking through the major stores 
in the Middle West one finds that 
the Northwest is one of the sections 
where fragrance is given wider pro- 
motion than in Chicago. Next in im- 
portance comes St. Louis and Kansas 
City, each offering their own special 
selling brands and enjoying good 
business. Good sales on dram-shop 
perfumes have gone the way of yes- 
terday’s snows because most shops 





Specials, samplers, Friday Sur- 
prise Days, and other promo- 
tions attract bargain hunters as 
scare buying ceases. 


Business volume is good, but 
spreading of combination offer 
and half-price epidemic indi- 
cates cut-throat competition. 


Buyers see need for novel 
products, larger stocks, wider 
assortments to stabilize an in- 
secure market. 


| have decided it is too expensive to 


maintain. 


Samplers Sell 


That may not be the sole reason. 
The success of the Ciro Sampler is 
now being echoed by Evyan’s new 
package. Both of these are selling in 
the smartest shops, in the ones ca- 
tering to the career girls and in de- 
partment stores. Several buyers re- 
port that sales of perfume have been 
made directly from these samplers. 
These buyers in Detroit and St. 
Paul, Des Moines and Duluth find 
that the average woman will spend 
$2 or $3 for such a sampler but 
would not pay that for a bottle of 
perfume. 

“Many women like a fragrance in 
the store,” one buyer stated, “but 
not after they get it home and try it 
a few times. By this inexpensive 
method they will find one that is 
liked and which they want to use. 
In fact, we believe it is superior to 
the dram-shop idea.” 

Several merchandisers consider 
this method of selling fragrance the 
most intelligent approach to con- 
sumer satisfaction that has been of- 
fered the user of perfume in a dec- 


| ade. This is one idea which can well 


be copied but buyers make the 
point that it must have an attractive 
appearance and that the bottles 


should be spill proof. For summer 


refreshment in the country club, 
after a day at the office or a busy 
one at home, fragrance can give 

lift that nothing else will do. One 
fact which is rarely ever stressed in 
sales is the delightful effect of a 
dash of fragrance after the evening 
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WORKS AT GRASSE GRASSE ESTABLISHED 1795 


BOT ee 
POWER ROAD. CHISWICK W. 4. 
BEYRUTH 
BOITE POSTALE 135 
PARIS IX, 
21 RUE FONTAINE 
| 


ESSENTIAL OILS 


em 


AROMATIC CHEMICALS 
PERFUMERY 
RAW MATERIALS 
CONCENTRATED 
FLORAL PRODUCTS 
FRUIT AND 
FLAVOURING ESSENCES 


a 


SOLE DISTRIBUTORS 
LAUTIER FILS 


INCORPORATED we 
321 Fifth Avenue, New York 16, N. Y. 


Avencies and 
SMa tity Representatives 
all over the world 
In enormous stills 
such as this 


continuously distills 
raw materials from 
all origins 
yielding a wide variety 
of essences 
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bath and on a warm night it per- 
meates the entire room. Fragrances 
have a definite place in today’s con- 
fusion of thought and rush of living, 
and only require intelligent and in- 
teresting presentation to sell in 
volume. 

The new stay-on forever lipsticks 
are bringing lot of complaints, 
which usually end in the sale of an- 
other stick. Several buyers, having 
tried the item, are now advising the 
sales staff to suggest it for evening 
wear only, and to use it over a foun- 


dation cream if there is to be no 
chapping. 
We asked buyers why atomizers 


are sold as far away as possible from 
the perfume counter. It always 
seems to be a surprise and few are 
of this and have the 
answer that these are al- 


conscious 
“unique” 


ways sold in that particular loca- 
tion. Three of the smartest shops in 
the Northwest feature both colognes 
and perfumes through 
and sell the unit. C.D. Peacock & Co. 
offer atomizers as an essential part 
of every perfume sale. The Dayton 
Co. and John W. Thomas Co., Min- 
neapolis, and Macy’s, Kansas City, 
suggest and sell an atomizer with all 
— 

Palking about treatment lines, 
one day in late May not one major 
store in 15 middle west cities men- 
tioned a cream foundation, night 
cream or cleansing. Shampoos, hair- 
tints, deodorants, colognes in stick 
form, perfumes and permanents had 
all attention. “Summer is the one 
time when good treatment creams 
are needed by every woman,” said 
our chemist buyer. 


Stock Reductions Marked by Special Offers, 
Friday Surprise Days in the Northwest 


DON COWLING 


Los Angeles—It is difficult to re- 
port objectively this month on toi- 
letries business on the West Coast. 
So much pressure is being placed on 
buyers from Mahogany Row to get 
their stocks down that the salability 
of a given item is no door opener for 
an order. In more than one store if 


an item is sold out today it is out. 
Period. Too much stock, according 
to executive dicta, remains in the 


stock room, and until the overall in- 
ventory picture is reduced, you'll 
just have to get along without that 
item. We could name some of those 
stores, having been in them last 
week, but other reporters are finding 
the same story in their territories, so 
nothing is to be gained by laboring 
the point. 


Vicious Cirele 


Such a program results in curious 
counter angles, between which buy- 
ers are being pressed to distraction. 
You must reduce inventories. To do 
that you must make sales, but the 
items which make the most sales you 
cannot reorder. So displays are being 
rearranged, the gist of topics stressed 
at buyers meetings is being passed 
on at department meetings, and 
salesmen get short shrift. 


Bang-Up Pressure Days 


The bright spot in the whole pic- 


ture, however, is that all this pres- 
sure is getting results. Capwells at 
Oakland had a bang up Mother's 
Day selling. “Saturday before 
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Assistant 
Saturday 


Mother’s Day,” — said 
Tucker, “was almost like 
before Christmas.” 

At Macy’s in San Francisco Buyer 
Bruce was a bit dubious on Friday 
before Mother’s Day. “We're hoping 
for a big Saturday on gift items,” he 
said, “but so far the bulk of our 
business has been on specials and 
markdowns. We stimulate them arti- 
ficially, but they respond.” 

So far as we could see this past 
month that was true in most stores. 
The May Co. in Los Angeles pur- 
chased much ne wspaper space to an- 
nounce, early in May, “Four Million 
Dollar Days — Thursday, Friday, 
Saturday, and Monday, with great 
reductions throughout the store”; 
and they were specific as to the of- 
ferings of each department. Meier 
and Frank in Portland, Oregon, sent 
mimeographed letters to all their 
suppliers asking for specials at low 
cut prices to feature on their “Fri- 
day surprise” days. “Because of our 
location in the Northwest,” the let- 
ter pleaded, ‘‘we are in a position to 
do this without upsetting your na- 
tional picture.” 


Friday Surprise Days 


These Friday surprise days have 
become an institution in the North- 
west. No specific merchandise is ad- 
vertised. 
the values we offer in every depart- 
ment,” is the theme, and do 
Oregonians turn out! We're hopeful 
that when we reach Portland on this 
trip we'll find buyer Charlie Hen- 
niger, thanks to the opportunities af- 


the | 


atomizers | 





“Come and be surprised at 


forded by the store wide Friday sur- 
prise days, more receptive than have 
been some harried, overloaded buy- 
ers we have tried in vain to interest 
earlier this trip. 


Flooded by Specials 


One buyer we contacted was tear- 
ing his hair over his lack of space. 
“WwW e have so many cut price specials 
that we can’t possibly display them 
all,” he said. And as we glanced 
about his department it seemed to 
us that all the space available was 
being used for “May Sale” merchan- 
dise. It must be that staples, in dem- 
onstrated lines as well as non-dem- 
onstrated items, are suffering. Un- 
less, of course, they have hopped on 
the wagon and are going along with 
the parade. 


Dallas Stores Register 
Records Gift Sales 


JEAN ROBERTS 


Dallas—Another “special day” 
for the cosmetic counters and once 
again — almost without exception — 
Dallas stores did a greater volume of 
business this Mother’s Day than the 
same period last year. This means 
not only dollar volume but also 
number of items sold. 

Newspaper advertising made up a 
large part of the promotion and buy- 
ers from department stores in par- 
ticular reported direct results could 
be traced. 

Among the items reported doing 
exceptionally well at almost all de- 
partment and drug counters were all 

varieties of “stay-on” lipstick. Lead- 
ing the field still was Rubinstein’s 
“Staylong.” 


Counter Displays Valuable 


Clerks behind the counters _ be- 
lieve that counter displays play an 
important part in upping sales. 
Even though the counter is crowded, 
results justify the effect. 

Conversation with clerks in sev- 
eral department stores and two drug 
chains revealed that most of them 
like some extra coaching about the 
products they sell and will read the 
manufacturers’ folders to which 
they have access. They even are will- 
ing to come in early in the morning 
for an extra sales session. 

Goods from the cosmetic counters 
continue to get more attention: in 
weekly style shows. Both Neiman- 
Marcus and A. Harris relied heavily 
on these products as features in 
their Mother’s Day shows. 
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Both Sanger Bros. and Harris 
report that sales of the new higher 
priced Revlon nail enamels are con- 
tinuing strong. 

Mail Campaign Effective 

A. Harris and Co. 
ing pieces during the month. One 
on D’orsay’s “Divine” and one on 
Ciro’s five bottles of perfume—a $5 
value for $2. The Ciro folder 
brought more returns than any 
form of advertising in many months. 
It was scented ... and a good value. 

Sanger’s had an unusually strong 
demand for expensive perfumes 
during the past month and reports 


used two mail- 


almost unprecedented results from a 
Tussy deodorant promotion. Nearly 
2600 jars were sold almost immedi- 
ately. This large department uses 
window displays regularly. A tie-in 
window and counter display on pro- 
phylactic hair brushes was successful. 
This store does a large amount of 
employee training. 

With the Texas sun already be- 
ginning to scorch, women have 
started to worry about their skin 
and hair. Tiche-Goettinger’s ads on 
Elmo Creme Foam shampoo and 
Dorothy Gray’s Hot Weather Co- 
logne brought good results. Both 
were offered at special prices. 


Haviland, Farm, Tabu, Ciro, Bonnie Bell, Chen Yu. 
Tussy Specials and Samples Boost Buffalo Market 


MAGGIE FLEMMING 


Buffalo—H. J. Conner, buyer at 
J. N. Adam’s, has always contended 
that a comparatively higher priced 
toiletries item will sell, just so long 
as it possesses universal appeal and 
does what it claims. And the latest 
development to bear out this con- 
tention is Frances Denney’s Liquid 
Chin Strap whose $5.00 retail price 
has nee no stop-light to the hun- 
dreds of enthusiastic customers buy- 
ing it at J. N’s. 


Breaks Down Resistance 


The element lending further sig- 
nificance to Mr. Conner’s credo is 
the fact that the clientele at J. 
Adam's is comprised predominantly 
of “thrifty customers” whose normal 
unit purchases are in the $1.00 to 
$3.00 range, covering only needed 
items purchased as they need them. 
Yet they are currently extending 
their expenditures to appropriate 
an item strictly in the luxury-price 
class . . . for the simple reason that 
it does produce the improvement 
that it claims! 

Other articles enjoying good re- 
sponse at J. N. Adam’s are Frances 
Denney’s new beautifying lotion 
which has proven marvelously bene- 
ficial for pimples and other facial 
blemishes, and Helena Rubinstein’s 
Deep Cleanser. 

At Flint & Kent the Ann Havi- 
land toilet waters were selling very 
speedily, expedited by the acute 
price reduction levied to clear the 
way for the new repackaged stock to 
make its appearance soon. Another 
reduction sale being enthusiastically 
received was Herb Farm’s toilet wa- 
ter, the regular $3.50 size being of- 
fered at $2.00. Tabu’s purse-sized 


472 June, 1951 


solid cologne with refill included for 
a total of $2.00 has proven a “solid” 
item. 


At the the 


Wm. Hengerer Co., 


| Ann Haviland price promotion was 


also doing a whirlwind business, 


| along with Ciro’s perfume sampler 


Collins. 





priced at $2.00, extra interest in the 
latter having been accelerated by 
mail inserts. Bonnie Bell 1006 lo- 
tion, regularly priced at $5.00, had 
been reduced to $3.75 for a limited 
time only—but the response to it 
was strictly unlimited. The same en- 
thusiasm ensued over the Chen Yu 
combination, offering their lipstick, 
a sample bottle of polish and liquid 
foundation Cloud  Silk—all for 
$1.00, and attractively boxed in 
their Butterfly package. 

A new break for toiletries has just 
been achieved at Oppenheim & 
The location of toiletries at 
a wall counter just inside the door 
has been changed to an oval “‘is- 
land” in the center of the floor, di- 
rectly in front of the elevators. The 
advantage offered by this new loca- 
tion has made itself felt already. In- 
creased volume of purchases has 
been brought about not only by 
women customers, but also by the 
many businessmen who lunch in the 
store’s sixth floor dining room, 
whose toiletries attention is caught 
either entering or leaving the eleva- 
tors. 

At Opps, an item selling to as 
many men as women was Tussy’s 
cream deodorant, whose $1.00 size 
was on sale for 50¢. D'orsay and 
Hudnut are top “regulars” here, and 


| Coty’s Muguet des Bois was proving 


| 


favorite—their 


an all-time Spring 
with atomizer 


$2.50 toilet water 
sharing equal honors with their 
travel-size toilet water combined 
with small-sized talc at $1.50. 


| half-price time 





Cincinnati Reports 
Bargain Stocking 


MARY LINN WHITE 


Cincinnati—Early summer pros- 
pects are good, and hot weather has 
sent Customers scurrying in for solid 
colognes and stick deodorants, but 
much of the bulk of sales is due to 
Tussy, Barbara Gould, and other 
half-price sales all of which are good. 
One buyer complains, however, that 
some women are buying their fa- 
vored items in a yearly supply at the 
(though she also 
mentioned that there’s usually a 
rush of buyers the week after a sale 
has _ closed.) 


Rush for Samples 


The hopetul prospects, especially 
in perfumes, are in the gratifying 
sales of the Ciro Sampler (varied, 
good perfumes in sniff samples, 
about $5 worth for $2) and a similar 
item with samples of 12 scents put 
out by John Shillito for $1. The 
latter was bought to the tune of 
$2500 in the first three days, and the 
former was selling solidly at every 
counter which sold it. Though some 
women buy them by the half-dozen, 
most buyers were confident that 
women would pick their favorite 
perfumes and buy them in larger 
bottles. 

There is a pleased sound coming 
from the cosmetics sellers over the 
reception here of Aquamarine Mist 
(Revlon) and Red Lilac (Len- 
theric). Revlon’s new _ scent, of 
course, is much like Arden’s long- 
popular Blue Grass, and Red Lilac. 

Coty’s Lily of the Valley promo- 
tion has brought inammealen re- 
sults, doing extremely well in some 
stores, and only average in others. 
The same can be said of Hudnut’s 
new children’s home _ permanent. 
Most stores still have tremendous 
sales volume in home perms, but the 
dollar volume is down _ because 
women are buying only the refills. 
Lilt is the number one seller, 
though Shillito’s reports that there’s 
been a great increase in interest in 
Arden’s hair products due, appar- 
ently, to advertising. 

Arden plans a promotion here 
(Shillito) of $1 lipsticks which 
frankly are not indelible, with an ex- 
planation to the effect that indeli- 
ble sticks gradually roughen the 
lips. Rubinstein’s stay-on stick sells 
on, however, and all departments 
(Mabley, Shillito, Rollman, Alms 
and Doepke) report big sales of her 
new deep pore cleansing cream. Ar- 
den’s “Firmolift’” cream sales are 
tremendous. Revlon’s two new pink 
shades are doing very well. 
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Pittsburgh in Early Summer Slump; Perfumes 


and Colognes 


LENORE BRUNDIGE 


Pittsburgh—Customers in cos- 
metic departments are not creating 
much stir—at least that’s what au- 
thoritative sources reveal. The 
“summer slump” has hit early, fon 
some reason. 

Business isn’t up to the usual buzz, 
it seems. 

The usual gift-buying that centers 
around perfumes and colognes has 
been none too active. However, one 
sampler item by Ciro (the five half 
drams at five dollars) rates the com- 
ment of “good” from some sources. 
It has had better than average 
acceptance. 


Pale Face Pales 


The  much-talked-about trend 
toward a “pale face” hasn’t made 
much of a dent in women’s rush to 
go out and get themselves a new 
face. Perhaps the coming Summer 
months, with the inevitable tanning 
season ahead, has been a contribut- 


Off; Pale Face Fails 


ing factor. Or, maybe it is a trend 
tha it will be slow to catch on. At any 
rate, the desire to buy the cosmetics 
that will give one a “pale face” has 
not made an appreciable mark on 
women in this area. 

Eye make-up, which had a slight 
activity, has dwindled to a mere 
trickle of interest. 

These two things—the “pale face” 
trend and eye make-up are cited 
merely to point out that all the edi- 
torial comment in papers and maga- 
zines concerning them has caused 
no stampede to cosmetic counters to 
buy the items that will bring about 
these effects. 

Introduction of Hudnut’s home 
permanent for children is expected 
to be well received. At this writing 
it has not been in the city long 
enough to evaluate its reception. 
Initial response has been gratifying 
from customers who have. noted it 
in the department. 

The demand for 
permanents continues. 


adult’s home 


Atlanta Business Good; Scare Buying Stops; 
Trend to Grocery Store Cosmetic Counters 


MAYNITA GERRY 


“good,” 
Atlanta. 


Atlanta—The word is 
cosmetically speaking in 
But you have to dig for it. 

Figure for figure, this year’s sales 
balance about evenly those of a like 
period for last year. However, when 
you consider some of the world 
shaking events that have overshad- 
owed and harassed retail selling in 
the interim, it is understandable 
that cosmetic departments are well 
pleased with results thus far. 

With reference to “digging” for 
business, Rich’s, one of Atlanta’s 
largest department stores, explains 
their success in the cosmetic field 
through a method of merchandising 
that includes a continuing “broad 
assortment of items, good basic stock 
and thoroughly trained sales _per- 
sonnel.” 

Florine’s hair conditioner and 
Tressrole comb were both very hot 
sales items within a highly accept- 
able price range. And, at the mo- 
ment, they are keeping an alert mer- 
chandising eye on the local accept- 
ance of the new curly- -shampoo 
products, which — will determine 
whether these products are worthy 
of being added to Rich’s prestige 
stock. 
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What looked like “scare buying” 
back in January and early February 
has, with the passage of time, proven 
to have been just that. However, it 
never reached alarming proportions 
here and, to all outward appear- 
ances, it has now disappeared alto- 
gether. 


Grocery Store Competition 


One new trend that department, 
drug and dime stores are watching 
at the moment, but more with in- 
terest than concern, is the addition 
of small cosmetic, drug and sundry 
departments to super markets and 
So tar the only real 
dent made in the business formerly 
enjoyed by the former can be attrib- 
uted to the tissue business. One cos- 
executive admitted frankly, 
but again without concern, that gro- 
cery stores have just about copped 
tissue sales for the city. He saw no 
reason for worry, except perhaps on 
the part of dime stores, since the 
prestige cosmetic lines are not likely 
to drop to the medium of grocery 


| store selling. 


Although it is generally agreed 
that we haven’t yet reached the age- 
old, survival-of-the-fittest stage, cer- 
tain unmistakable signs point that 
we're within nodding distance of it. 


| move well this month, 








Antoine, Corday, and Dana 
Lead Louisiana Parade 


LEE MCKENNON 


New Orleans—Antoine’s sun tan 
cream, Bain de Soleil, is the delight 
of the buyers here this month. Golf- 
ers and bathers are very happy with 
its protective qualities and especially 
with its non-sticky, non-greasy re- 
sults. It is selling briskly. Antoine’s 
blended face powder continues to 
following a 
special half-price sale last month. 

The rar age pol representa- 
tive of “Hair Locks” was doing an 
excellent business at a larger depart- 
ment store here, the buyer reports. 
This item includes hair conditioner, 
shampoo and a comb-brush combi- 
nation gadget ‘wale attracted the 
customers and sold the package— 
with the help of the demonstrator, 
of course. 

One buyer says that cream and 
stick deodorants were dropping off 
in favor of liquids. However Tussy 
buyers say that even though their 
liquid deodorant in its squeeze bot- 
tle is moving nicely, the cream is 
still a great favorite and as good a 
seller now as in the past. Helena 
Rubinstein’s Perfume Spray Deodor- 
ant in its new plastic bottle also sells 
well. 

Lentheric buyers in the larger 
stores are surprised at the way Es- 
sence is still selling so well. Usually 
at this season, colognes and lighter 
scents take over but this year Tweed 
and Repartee are selling well right 
into the hot weather, due, the buy- 
ers feel, to consistent advertising 
and quality packaging of the excel- 
lent product. 

Otherwise, most reports indicate 
the stick colognes are moving best 
just now. Corday’s Toujours Moi, 
Lelong’s and Dana’s stick scents, es- 
pecially in the purse size, are selling 
nicely. Whether it is the conven- 
ience of the small size or the fact 
that it is less expensive in most cases 
the buyer can’t decide, but the small 
size goes faster on the counter. 

Helena Rubinstein’s Deep Cleans- 
er in its attractive plastic squeeze 
bottle is pulling in the customers 
and selling them. The buyers say the 
plugging of H. R. 51, the bacteria- 
defeating quality, is the clinching 
factor, although the bottle is ex- 
tremely popular. 

The customers are still coming in 
for the indelible lipsticks. Leaders 
just now in this demand are Helena 
Rubinstein’s Stay On, and Len- 
theric’s Stay Put. Excellent advertis- 
ing accompanied these products and 
is paying off, the buyers say. 
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Honor-winning bottle 


WILDWOOD LOTION by Sue _ Pree 
bottle of the Superior Products 
Co. received an honorable mention 
citation from the Cosmetics and 
Toilet Goods Division of the 15th 
Annual Variety Merchandiser Pack- 
aging Contest of 1950. Designed by 
Dwight Fuerst of the Owens-Illinois 
Glass Co., the applied color label is 
dark green and pink. 


rONI is introducing its new lotion 
shampoo, White Rain, with news- 
paper, radio and TV advertising, 
consumer sampling and skywriting 
promotions. The product is being 
merchandised in 23 eastern and 
midwestern states with national 
distribution scheduled to be com- 
pleted by the end of July. The 
product comes in three sizes: a 114 
ounce bottle retailing at 30 cents, a 
314-ounce bottle at 60 cents, and a 
7-ounce bottle at $1.00. 


MARY CHESS is distributing three 
new creams through department 
stores and specialty “shops. Marrow 
cream is an all-purpose cream and 
is claimed to soften the skin. Said 
to contain a minimum of preserva- 
tives, its carton is stamped “Not to 
be sold after (a specified date).” Any 
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unsold marrow cream after that 
date will be replaced with a fresh 
supply. The two ounce jar sells for 
$3.00, the four ounce size for $5.00. 
Ultralan cream is a dry-skin lanolin 
cream. The two ounce jar sells for 
$2.00, the four ounce one for $3.50. 
The third new product is a cleans- 
ing cream. The two ounce size sells 
for $1.25, the four ounce one for 
$2.00. 
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Redesigned self-service display 


BOTANY MILLS has redesigned its 
white on lavender lanolin package. 
The new packaging includes a self- 
dispensing display and has a new 
color combination: white on green 
and green on yellow. 


MILKMAID, INC. is marketing cleans- 
ing milk and emulsion, two prod- 
ucts designed to appeal to teen- 
agers. Cleansing milk is said to be 
the only cleanser made of milk. It 
is claimed to take the place of soap 
and cream in one operation. The 
product comes in two formulas, one 
for dry skin and one for oily com- 
plexions. Milkmaid emulsion _ is 
claimed to be a creamy, colorless, 
non-greasy liquid that helps soften 
the skin and acts as a light powder 
foundation. The emulsion sells for 
$1.50 per four ounce size, the 
cleansing milk for $1.75 per 3.75 
ounces, and $3.00 per 8 ounces. 


CHAP STICK Co. has launched a sum- 
mer promotion and = advertising 
campaign for SoFair, its new liquid 
shaving cream for women to use 
with a razor. Color advertisements 


in American Weekly and Harper’s 
Bazaar will be followed by an ex- 
tensive summer schedule in True 
Confessions, Modern Romances, 
‘True Romances, and a cooperative 
newspaper campaign in large met- 
ropolitan dailies. The product 
comes in two sizes: a four ounce 
bottle sells for $1.00 and a two 
ounce one for 57 cents. The con- 
cern is also giving its Chap Stick a 
summer promotion with the slogan 
“Chap Stick for sun-chapped dry 
lips.” It is sending retail druggists 
snap-on adapters for the regular 
counter cards, turning the winte1 
theme to a summer one. 





Design prize-winner 


rUSSY COSMETIQUES received the 
Charles S. Welch packaging award 
for its Midnight lipstick-perfume 
combination as the outstanding 
package and design selling for $1.00 
or less in the cosmetic industry dur- 
ing 1950. The award was made at a 
luncheon on May 15 during the 
1'.G.A. convention. Gloria Van 
Fleet, Tussy’s packaging director, 
designed the combination. 


NORTHAM WARREN CORP. _ has 
launched a 40th anniversary pro- 
motion around a special offer of an 
illustrated 40 page booklet entitled 
Seven Secrets of Popularity, said to 
have a retail price of $1.00. The 
offer requires the consumer to send 
in a box top from one of the 
Odorono products and 15 cents in 
coin. 
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BEAUTY COUNSELORS’ Right Face 
package won the first award in cos- 
metics for the Stecker Paper Box 
Co. at the 1951 Set-Up Paper Box 
Competition sponsored by the Na- 
tional Paper Box Manufacturers 
Assn. The grand exhibition of all 
entries and prize winners was held 
June 3-6 at Haddon Hall, Atlantic 
City, N. J. The winning entry is a 
pink box lettered in gold. The ex- 
terior color is carried through on 
all inside labels, lids, plastic con- 


HIDDEN TREASURE won Gourielli, 
Inc. its second consecutive Charles 





TGA packaging award winner 


S. Welch packaging award at the 
annual convention of the T.G.A. 
The package consists of a four 
ounce size of Five O’Clock dusting 
powder and a two dram bottle of 
bath oil. The combination sells for 
$4.50. 


LL 


YARDLEY has marketed a new gift 
set combining its shaving bowl and 
a trial size alter shaving lotion for 
Father’s Day promotion. The bowl 
has been redesigned. The combina- 
tion package retails for $1.25, price 
of the shaving bowl alone. 


MAX FACTOR is introducing Signa- 
ture, a new line of men’s toiletries. 
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Paper box contest winner (right) and runner-up (above) 


box. It 
possesses sixteen separate compart- 
ments for creams, lotions and pow- 
ders, and was noted for affording 
maximum shipping protection. W. 


tainers, and the powder 


C. Ritchie and Co. won honor- 
able mention in cosmetics for its 
Helena Rubinstein White Magno- 
lia body powder box. The Packag- 
ing was cited for economical 
construction and effectiveness in 
display and function. The white 
lid has green printing, and there 


Full page, four-color advertise- 
ments in national weekly maga- 
zines are being used. The Signature 
line consists of five new products, 
packaged in foil copper outer car- 
tons. Shower shampoo comes in an 
unbreakable squeezable plastic dis- 
penser designed to hang on any 
faucet. To open it, the patented 
closure is snapped back; the cap 





Shave 


Max Factor’s Lazy 


can not be lost. The product sells 
for $1.30. Lazy Shave is a com- 
pressed skin-toned talc formula to 
hide beard shadow. Easily carried, 
it may be used anywhere. A mit to 
apply the talc is included in the 
package. Promotion will stress its 
convenience for late afternoon ap- 
pointments and evening social en- 
gagements. It sells for $1.30. After 
Shave Lotion, a mild astringent 
and antiseptic also sells for $1.30. 
Deodorant Cologne is priced at 
$1.60. Cream Hair Dressing is non- 
alcoholic and is claimed to be non- 
greasy. It retails for $1.30. Three 
gilt packagings of these products 





is a gold band around the box, 
which was acclaimed as an eye- 
catcher. Roycemore Toiletries’ 
Choo Choo soap box won honor- 
able mention in soaps for Con- 
gress Paper Box Co. It was quoted 
for the identification of the pack- 
age with the product. It contains 
four pure castile soap cakes in the 
form of trains for children. The 
paper is white printed with grey 
trains and bears the firm name 
in red. 


complete the Signature line. The 
Twosome consists of shower sham- 
poo and cream hair dressing, re- 
tails for $2.60; the Threesome pack- 
age consists of after shave lotion, 
and deodorant cologne and Lazy 
Shave, is priced at $4.20; and the 
Travel Kit, a vinylite case with all 
five products, the liquids in refill- 
able squeezable bottles, plus space 
for other travel accessories, will sell 
for $12.50. Sales Builders, Inc., Los 





Shower shampoo 


Angeles, Cal., is the distributor of 
the entire line. 
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Fragrance Foundation 


Meeting 


S they have a vital interest in 
A the promotion of fragrance 
products the Fragrance Foundation 
at its meeting in the Waldorf- 
Astoria unanimously voted to ad- 
mit retailers into membership in 
the non-profit foundation. Retailer 
dues are $50 per year. 

New officers of the 
Foundation are: 

President, Samuel 
berge, Inc. 

Vice President, H. 
Thomas, Chanel, Inc. 

‘Treasurer, Frazer V. 
Beauty Fashion. 

Secretary, A. L. van Ameringen, 
van Ameringen- Haebler, Inc. 

Directors: Oscar Kolin, Helena 
Rubinstein, Inc.; Pierre Harang, 
Houbigant Sales Corp.; Philip C. 
Smtih, Yardley of London, Inc. Di- 
rectors elected previously and _ re- 
maining on the board are: H. L. 
Brooks, Alexandre de Markoff 
Sales Corp.; Jean Despres, Coty, 
Inc.; J. I. Poses, D’Orsay Sales Co.; 
Benson Storfer, Parfums Corday, 
Inc.; and J. S. Wiedhopf, Parfums 
Ciro, Inc. 

The fragrance industry today is 
in exactly the same position as the 
make-up industry was 25 years ago, 
Oscar Kolin, president, reported in 
his address. The task confronting 
the fragrance industry is to con- 
vince women that fragrance is just 
as much a necessity as make up. In 
fact the first objective of the 
Foundation is to concentrate on 
the education of the consuming 
public in the use of fragrance prod- 
ucts in every possible way. 

To help retailers the Foundation 
will continue its press releases and 
educational material; it will con- 
tinue to distribute Counter Points 
to salesgirls; it will bring out an 
educational booklet on fragrance: 
and it will give suggestions to re- 
tailers for window displays, counter 
displays and probably in the future 
store-wide promotional tie ins with 
fragrance. 

Reporting on activities of the 
past year Co-ordinator Mrs. Miriam 
Gibson French said that 1,963,049,- 
920 copies of newspapers and con- 
sumer magazines have carried [ra- 
grance information in 1950. The 
Foundations educational message 
has appeared in 7 million lines of 
newspaper space and 86 pages of 
consumer magazines in every field. 
The foregoing figures do not in- 
clude trade papers, house organs, 
radio and television. 

A feature of the meeting was the 


Fragrance 
Rubin, Fa- 
Gregory 


Sinclair, 
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open forum with a panel of experts 
including Norman Dahl, president 
of Bourjois, Inc., who acted as 
moderator; Miss Kay _ Brown, 
Bloomingdale Bros.; Charles Gran- 
ville, Angelique & Co.; Max Knight, 
Walgreen & Co.; Miss Bernice Peck, 


Pierre Harang and Co-ordinator 
Mrs. M. G. French 


Mademoiselle; Mrs. Edyth Radom, 
Hartford Courant and Samuel 
Rubin, Faberge, Inc. 

A survey by the Foundation on 
purchasing habits conducted among 
salesgirls in about 1000 stores in- 
dicated that perfume is largely a 
gift item with approximately 65% 
of all perfume sales to men. About 
20% of the sales of cologne and 
toilet water are to men. Women 
buy 35% of their own perfume and 
80% of all other fragrance items. 
Of the fragrance products sales 
made to women, 30% represent 
gifts from women to other women 
and 70% of the fragrance purchases 
made by women are for their per- 
sonal use. 


Prospects for Materials 


Prospects for adequate supplies 
of materials and how they will af- 
fect the cosmetic industry formed 
the subject of an _ informative 
T.G.A. panel. George A. Holloway 
was moderator and the experts on 
the panel who answered questions 
were: |. H. Majesky, George S. 
Babcock, Leonard Dalsemer, Ar- 
thur J. Brewster, LeRoy Root, 
Stanley Sapery, Eric Blackstead, 
Paul Hiller, John Montgomery, 
Louis Hirsch and S. L. Mayham. 
Some of the highlights follow: 

Shipping Containers—Cutbacks 
on consumer goods have reduced 
the demand for corrugated and 
solid fibre shipping containers and 
there is no immediate need for con- 
trols on their production. Heavy 
Fall demand is anticipated and 
manufacturers are building up in- 
ventories. Production is up 20 per 
cent. 


Glass--Glass Order M-51 should 
work few hardships on glass users 
but it excludes new shapes, designs 
and capacities unless special ap- 
proval is given. 

Closures—Metal closures, except 
aluminum and tin on which restric- 
tions are in force, are in a good po- 
sition. The amount of steel used in 
making tinplate for closures is a 
relatively small fraction of the 
over-all picture. Plastic closures, 
particularly phenolics, are in short 
supply. Vinylite liners are short 
but substitutes are available. 

Plastics—The demand fcr plas 
tic packaging materials is about 10 
per cent above the supply. The 
present film and bottle making ca- 
pacity appears to be adequate to 
convert all available flake. Styrene 
is keyed to the synthetic rubber 
program and is not tight now. 
Users of polyethylene bottles should 
be able to get the same amount 
as last year but cannot count on 
more for at least eight months. 

Adhesitves—The supply of adhe 
sives is good. No adhesive priority 
control is expected. 

Alcohol—A check with adminis- 
trative offices in Washington indi- 
cates that there is little likelihood 
of an order cutting back alcohol 
usage. 

Paper Boxes—There is not likely 
to be much difficulty at least for 
the next six months in getting suf- 
ficient folding and set up cartons. 

Castor Oil—There is now a large 
supply of castor oil. The govern- 
ment is treating hardship cases 
with leniency. There is little likeli- 
hood of a new shortage unless the 
world situation worsens. 

Lanolin—The situation is tight 
now and is likely to continue for 
some time ahead. 

Talc—There is no reason for an- 
ticipating any hardship. 

Titanium Oxide—The supply is 
short and the outlook is uncertain. 
Canadian production may relieve 
the situation. 

Zinc Steavate—The zinc sulphate 
supply will govern the supply of 
zinc stearate. —- anticipate 
no difficulty in fulfilling needs. 

Glycerine—No allocation _ of 
glycerine or restriction on its use is 
being planned. If present produc- 
tion and consumption factors re- 
main as they are no serious short- 
age is expected. 

Metals—There is not much 
chance of the employment of brass 
and zinc. All brass lipsticks will be 
off for some time when the con- 
trolled materials plan goes into ef 
fect. The use of steel in making lip- 
stick holders is expected but that 
too is dependent on the CMP. 
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NPA Orders Allocation of 
Polyethylene, Resorcinol 


Polyethylene and resorcinol have 
been placed under order M-45 Al- 
location of Chemicals and Allied 
Products. Their allocation period 
is the calendar month. Polyethy- 
lene filing date for NPA form 47 
is the 20th day of the month, res- 
orcinol filing date for NPA form 
45 is the 15th day of the month be- 
fore the proposed delivery month. 


First Quarter’s Soap Sales 
Up 18.5% Over Last Year’s 


Domestic soap sales for the first 
three months of 1951 are up 11.8 
per cent over previous quarter and 
18.5 per cent better than the first 
quarter of 1950, the Assn. of Ameri- 
can Soap & Glycerine Producers, 
Inc. has announced. 

Sales census reports to the Assn. 
from 95 manufacturers, represent- 
ing a very substantial portion ol 
the industry’s volume, show sales 
of non-liquid soaps amounting to 
694,962,000 pounds through March 
31, 1951. Liquid soaps sold totalled 
1,522,000 gallons, synthetic deter- 
gents totalled 333,601,000 pounds. 

Based on only those company re- 
ports which make comparisons pos- 
sible, non-liquid soap sales for the 
first quarter of 1951 were 18 per 
cent above sales for the first quarter 
of 1950 and 14 per cent above sales 
for the fourth quarter of 1950. Liq- 
uid soap sold during the first quar 
ter of 1951 were 29 per cent above 
the first quarter of 1950 and 3 per 
cent above the fourth quarter of 
1950. Total synthetic detergent 
sales were 25 per cent above the 
first quarter of 1950 and 21 per 
cent above the fourth quarter of 
1950. 


Soap Companies Among Largest 
Advertisers in the U. S. 


Procter & Gamble Co. was the 
largest advertiser in 1950 with a to- 
tal expenditure of $27,023,122. Le- 
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ver Bros. Co. was the fourth larg- 
est advertiser with an expenditure 
of $13,464,077; and Colgate-Palm- 
olive-Peet Co., sixth with an ex- 
penditure of $12,026,080. 


New Flower Oils Now Being 
Extracted in Bermuda 


Dr. Jean Jacques Martinat has 
returned from the West Indies and 
Bermuda where he has been carry- 





Ir. Jean J. Martinat 


ing on research on the extraction 
of flower oils. He was gratified to 
note that the perfumery world is 
recognising the pioneer work which 
has been going on for some years 
to establish an essential oil pro- 
ducing industry in this hemisphere. 

Not only are well known flower 
oils being extracted, Dr. Martinat 
reports, but also some new ones 
such for example as Passion flower, 
sweet pea and Frangipanni. There 
are 147 plants and flowers growing 
in Bermuda from which interesting 
fragrances may be obtained. 

Dr. Martinat who has been act- 
ing as perfumer consultant has had 
much experience in both the 


, 


science and art of perfumery to 
which he has devoted many years 
of his life. He recently enlarged his 
New York laboratory. 
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FCC Charges Discrimination 
against Three Soap Firms 


The Federal Trade Commission 
has charged Lever Bros. Co., New 
York, Procter & Gamble Co., and 
its subsidiary, the Procter & 
Gamble Distributing Co., both of 
Cincinnati, Ohio, and the Colgate- 
Palmolive-Peet Co., Jersey City, 
N.J., with discriminatory practices 
against their customers. 

The commission contends that 
smaller customers were charged 
higher prices than competing, usu- 
ally larger, customers, and that pro- 
portionately equal payments for 
services and facilities of customers 
were not made to competitors. 

The allegations represent a wid- 
ening of anti-trust laws violations 
leveled against the companies sev- 
eral months ago by the commission. 


OPS Sets July 2 Deadline for 
Filing of Form 8, CPR 22 


OPS has extended until July 2 
the deadline for filing OPS public 
form 8 under the manufacturers’ 
pricing regulation, CPR 22, and 
the machinery manufacturers 
order, CPR 30. Under the exten- 
sion manufacturers who file reports 
on form 8 now can put into effect 
price increases permitted under 
CPR 22 and 30 fifteen days after 
filing the reports with OPS. 


Toronto Fire Destroys $150,000 
in Perfume and Cosmetics 


An estimated $150,000 worth of 
perfume and cosmetics was de- 
stroyed on May 31 when fire raged 
through a building occupied by 
a Perfumers, Ltd., owned by 

J. Reed, and J. M. Inwood Sales 
haan Ltd. Both firms handle 
cosmetics. 

The fire completely destroyed 
Thayer's storeroom of finished 
goods. Loss included stocks owned 
by more than six firms and the fire 
will affect business operations and 
export trade throughout the local 
perfume trade. 
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Camilli, Albert & Laloue 
Head Returns to France 


Francois Camilli, 
general manager of Camilli, Al- 
bert & Laloue, Inc., Grasse, 
France, sailed on the Corona May 
26 after spending three weeks in 
the United States. It was his fourth 
visit to this country and much ol 
his time was spent visiting friends 
in the trade. He expressed gratifi- 


president and 


T. M. Biallo and Francois Camilli 


cation over the progress made by 
the American company under the 
management of Thomas M. Biallo. 


63% Drug and Toiletries Export 
Chiefs Expect Higher Ad Budget 


The Export Advertising Assn. 
has completed a survey of U.S. ex- 
port executives and reports that, 
in the drug and toiletries field, 
63% expect higher advertising 
budgets during 1951. Improvement 
in the military picture appears to 
be at the basis of their optimism. 


Chicago Concern Considers 
Innis, Speiden Acquisition 


International Minerals & Chemi- 
cals Corp., Chicago, IIl., is expected 
to acquire Innis, Speiden & Co., 
New York, N.Y. The consolidation 
pends on the approval of stockhold- 
ers of both concerns. The joining 
is expected to take place July 2. No 
change in sales stafl and person- 
nel of Innis, Speiden & Co. is 
anticipated. 


Max Factor Directors and 
Officers Reinstated 


Max Factor & Co. elected direc- 
tors and ofhicers for the new term 
at an early May meeting in Holly- 
wood, Cal. 

All were reinstated and remain 
as follows: Directors: Davis Factor, 
Max Factor, Jr., Louis Factor, 
Leon H. Levi, Max Firestein, 
Maurice R. Chez, Michael Harris; 
chairman of the board: Davis Fac- 
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tor; president: Max Factor, Jr.; vice 
president: Max Firestein; vice presi- 
dent in charge of exports: Michael 
Harris; vice-president in charge of 
foreign sales: Jack B. Mier; secre- 
tary: Leon H. Levi; treasurer: 
Louis Factor; assistant secretary: 
Ralph E. Lazarus; comptroller: 
Jack Abrams. 


N. N. Dalton, ASGP Research 
Director, Retires 


N. N. Dalton, research director 
of the Assn. of American Soap & 
Glycerine Producers, Inc., has re- 
tired after 50 years in the soap in- 
dustry. The association’s board of 
directors honored Mr. Dalton at 
their meeting on May 24 at the 
Waldorf-Astoria hotel, New York, 
N.Y. 


Parfum L’Orle, Inc. Considering 
National Silkmist Promotion 


Parfum L’Orle, Inc., New York, 
is considering a national advertis- 
ing campaign of Silkmist hair-set- 
ting product. Magazines, newspa- 
pers, radio and television spots may 
be employed. A test advertising 
campaign has already been under- 
way since early this year in Wil- 
mington, Binghamton, Harrisburg, 
and Reading, Penna. 


Artra Cosmetics Starts 
Sutra Summer Campaign 


Artra Cosmetics, Inc. is giving its 
Sutra sunburn preventive an in- 
tensive three-month campaign. Ma- 
jor weekly magazines have already 
been used, and _ insertions are 
scheduled for oo and July issues 
of quality travel and health maga- 
zines, |i irgely in the romance group 
publications. 


Jergens Co. Offers Lotion- 


Shampoo Combination 


Andrew Jergens Co. has started 
a combination offer of its Jergens 
lotion and Woodbury shampoo. A 

25 cent bottle of the shampoo will 
be given without additional charge 
with the purchase of a 50 cent bot- 
tle of lotion. The offer is being ad- 
vertised in a number of nationally 
distributed magazines. 


Dr. Wm. Colburn Talks on 
Emulsifiers for Chicago SCC 


Dr. William Colburn of Col- 
burn laboratories talked on identi- 
fication, isolation and quantative 
analysis of emulsifiers and other 
surface active agents used in cos- 
metics before a meeting of the Chi- 
cago chapter of the Society of 
Cosmetic Chemists on June 12. 


Supply Institute Recommends 
Industry-Wide Vacation Week 


The officers and board of direc- 
tors of the Beauty and Barber Sup- 
ply Institute, Inc. have recom- 
mended the week of August 19-25 
as an industry-wide vacation week. 

The all-industry vacation week is 
claimed to eliminate the necessity 
of the staff carrying on the work of 
those on vacation, as in the stagger- 
ing vacation system, is said to im 
prove employee morale, and to re- 
sult in economies without loss of 
business due to eliminating over- 
head for a cne-week period. 


Cosmetic, Drug Products to Be 
on Display at Leipzig Fair 


Cosmetic, pharmaceutical and 
drug products will be on display at 
the Leipzig Fair, Germany, sched- 
uled for September 2-7. The exhi- 
bition is organized as a sample fair 
for consumer goods and utilities on 
an international _ basis. Identity 
cards required for admittance may 
be obtained at numerous Cham 
bers of Commerce. 


L. T. Sheffield Renominated 
to Chamber of Commerce Post 


L. Tracy Sheffield, 
of the Shefheld Tube Corp., has 
been renominated to serve for 
the second year as district vice- 


president 


L. Tracy Sheffield 


president of the Connecticut cham 
ber of commerce, New London 
county. Mr. Sheffield has also been 
recently appointed by the Yale 
Track Assn. as a director and will 
serve as the association’s regional 
vice-president for southern New 
England. 


Society of Perfumers 
Holds Ladies Night 


The American Society of Per 
fumers held its second gala Ladies 
Night on Wednesday evening May 
23rd at the Latin Quarter, New 
York, N.Y. 
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Hails Canadian Distribution 
of Penicillin Toothpowder 


Toothpowder containing the 
“miracle drug’ penicillin—known 
as Dentocillin—was-distributed in 
Canada starting May 16. Dr. Hel- 
mut A. Zander, U.S. dental re- 
search scientist and 
Dentistry at Tults College Dental 
School, Boston, Mass., made the 
announcement during an address 
to the Ontario Dental Society, in 
which he told the dental meeting 
of the research which developed 
the new dentifrice. Dr. Zander said 
he selected penicillin as “the most 
potent anti-decay agent now avail- 
able for safe use in a dentifrice,” 
during five years of investigation 
and clinical testing. He said he 
tested and discarded hundreds of 
other drugs and chemicals during 
his research for a decay inhibiting 
dentifrice compound. 


Professor of 


California Cosmetic Assn. 
Holds May Party 


The California Cosmetic Assn. 
held a May Party, its second 
dinner-meeting of the year, on Fri- 
day, May 25 at The Fish Shanty, 


Los Angeles, Cal. 


Mala Rubinstein Leaves for 
Transcontinental Tour 


Miss Mala Rubinstein, niece of 
Helena Rubinstein, is on a _ two- 


Miss Mala Rubinstein 


month tour of five European coun- 
tries to see what women overseas 
are doing in the way of fashion and 
beauty. The tour will include 
France, Italy, England and Spain. 


Voice Broadeast Features 
Muguet des Bois Custom 


Coty’s Muguet des Bois was fea- 
tured on the Voice of America 
broadcast to French speaking peo- 
ple in Europe of the May Day festi- 
val of Gertz department store, Ja- 
maica, N.Y. The transference to 
the U.S. of the French custom of 
wearing muguet des bois for good 
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luck on May Day was seen 
a hands-across-the-sea gesture 
friendship towards France. 


New Stocking Firm to Market 
Leg Cosmetic Items 

Formation of a new leg items 
manufacturing concern, Adrian 
Stockings, Inc. has been announced 
by Gilbert Adrian, fashion de- 
signer. Aside from stockings, its 
line will include nylon shampoo, a 
leg cosmetic, and other accessory 
items. 

Deliveries were scheduled to get 
underway in mid-June, but distri- 
bution and sales outlets plans have 
not yet been completed. The con- 
cern will have showrooms and sales 
offices in the Empire State Build- 
ing, New York, N.Y. 

Marketing of the firm’s products 
is said to have been arranged in 27 
foreign countries. Future plans in- 
clude subsidiary plants in Canada, 
Mexico, Brazil, Colombia, Argen- 
tina, Australia, England, France, 
South Africa, Sweden, Spain and 
Japan. Robert Powell is the firm’s 
president. 


Warner-Hudnut, Inc. Opens 
Mexico City Beauty Salon 

Warner-Hudnut, Inc. has opened 
a new salon in Mexico City. Execu- 
tives and officers from the Warner- 
Hudnut New York offices who 
attended the opening included ex- 
ecutive vice president Robert J. 
Davis, vice president and manager 
of the foreign division David A. 
Walker, and the foreign divi- 
sion’s advertising manager O. 
Scoppettone. 


Rho Chi Installs Chapter 
at Philadelphia College 


Rho Chi Honorary Pharmaceu- 
tical Seciety bestowed a charter on 
its new Alpha Tau Chapter on 
May 10 at the Philadelphia College 
of Pharmacy and Science. The 
chapter has 38 faculty and under- 
graduate members. The presenta- 
tion was made by Dr. Paul J. 
Janke, associate professor of phar- 
macy at the University of Connecti- 
cut and national vice-president of 
the Rho Chi Society. 


International W ax Refining Corp. 
Moves to New Address 


International Wax _ Refining 
Corp., manufacturers and_ refiners 
of waxes, has changed its address 
from 4415 Third Avenue, Brook- 
lvn 20, N.Y., to East Hawthorne 
Avenue and Long Island RR, Val- 
ley Stream, Long Island, N.Y. The 
new telephone number is Valley 
Stream 5-1043-1044. 


NPA Issues Copies of 
Materials Rules 


Copies of the NPA CMP regula- 
tions No. | and CMP regulation 
No. 3, effective July 1, may be had 
by writing to the National Produc- 
tion Authority, Department of 
Commerce, Washington 25, D.C. 
or any of its local offices. 


Miss Mabel 
celebrated her 51st year of service with 
Hess Bros., Allentown, Pa., department 
Max Hess, Jr., preside nt of 


the firm, presents her with a service pin 


Kepner, cosmetics buyer, 


store. Above, 


on the occasion. 


Dutch Chemical, Pharmaceutical 


Rally Features Automobile Race 


Three hundred leading figures 
in Holland’s chemical and pharma- 
ceutical industries, together with 
afhliated trading agencies, attended 
the second annual chemical rally 
on May 26 near Boekelo, Nether- 
lands. They participated in a 200 
kilometer, or 120 mile, automobile 
race, divided into handicap and 
time sections, and featuring obsta- 
cles. The two-day rally was held in 
conjunction with the KNAC and 
the ANWB. 


Beauty Shop Supply Dealers 


Guests of NBBMA 


The National Beauty and Bar- 
ber Manufacturers’ Assn. has in- 
vited beauty shop supply dealers at- 
tending the National Beauty Trade 
Show to an educational meeting, a 
cocktail party and a buffet supper. 
Jacob Reck, the  organization’s 
Washington counsel, will discuss 
the effects of the government's de- 
fense control orders on the whole- 
sale operations at the educational 
meeting, which has been scheduled 
for 2:30 p.m., August 26 at Hotel 
Statler. The cocktail party and 
buffet supper will be held on the 
same day in the hotel’s Keystone 
room. The trade show will take 
place on August 26, 27, and 28 in 
Hotel Statler, New York, N.Y. 
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Gair Plant is Scene of Erie 
Railroad 100-Year Celebration 


Robert Gair Co.’s mile-long pier 
and its railyard in Piermont, N.Y. 
was the scene of the Erie Rail- 
road Co.’s centennial celebration. 
The ceremony marked the comple- 
tion of the Erie’s original line 
between Piermont and Dunkirk, 
N.Y., 100 years ago. 


Morningstar, Nicol, Inc. Marks 
One-Hundredth Anniversary 


Morningstar, Nicol, Inc., manu- 
facturers of starches, dextrines, and 
adhesives has celebrated the hun- 
dreth anniversary of the concern, 
according to an announcement by 
president Joseph Morningstar. The 
firm operates now in 20 states. 


Frances Denney Starts National 
Distribution of New Products 


Denney & Denney, Philadelphia, 
Penna., has started national distri- 
bution of Frances Denney Invisible 
Beauty Strap, a skin cream, retail- 
ing for $5.00, and Prescription 
shampoo, selling for $2.50. 


NPBA Members Exhibit 
1100 Paper Boxes 


Members of the National Paper 
Box Manufacturers Assn. exhibited 
approximately 1100 paper boxes 
at the association’s 33rd annual 
convention June 3 through 6 at 


Haddon Hall, Atlantic City, N.]J. 


Albert Verley and Co. Starts 
Advertising Campaign 


Albert Verley and Co., Inc., 
New York, N.Y., and Chicago, IIL, 
has started an advertising cam- 
paign stressing the faithfulness of 
its latest syntheses of absolutes and 
the completeness of its line and 
services. 


Michigan Chemical Assn. 
Changes Golf Schedule 


The Chemical and Allied Indus- 
tries Assn. of Michigan has issued 
corrections of its previous list of 
golf meets. 

The new schedule called for 
matches at the following country 
clubs: June 26, Pine Lake; July 24, 
Lochmor; August 28, Orchard 
Lake; September 25, Plum Hollow 
Country Club. 


NPA Prohibits Retail 
Store Construction 

Construction of new retail stores 
is prohibited by a National Pro- 
duction Authority order. Excep- 
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tions are made when the construc- 
tion is essential to the public or 
mobilization. 


Col E. E. Kimble Receives 
SAMA Award for Glass Work 


Col. Evan E. Kimble, 83, founder 
of Kimble Glass, now a division of 
Owens-Illinois Glass Co., Toledo, 





Col. Evan E. Kimble as he addressed 
members of the Scientific Apparatus 


Makers Assn. after having been presented 


with an award for outstanding service. 


Ohio, has been presented with an 
award for outstanding service by 
the Scientific Apparatus Makers 
Assn. He was cited for his efforts 
to strengthen the American scien- 
tific glassware industry. The award 
was conferred upon him at the 
association’s recent annual banquet 
at White Sulphur Springs, W. Va. 


Sterling Drug Division Starts 
Athlete’s Foot Powder Campaign 


The Centaur-Caldwell division 
of Sterling Drug Co., N.Y., has 
started an advertising campaign 
featuring its Campho-Phenique 
athlete’s foot powder. Advertise 
ments in This Week and Sunday 
newspapers in selected markets 
have been placed through August. 


Babbitt Co. Starts 
le Bab-O Sale 


B. T. Babbitt Co. has started a 
I¢ sale of Bab-O. With regular pur- 
chase of two cans a third can is of- 
fered for 1¢. The campaign, which 
has started in New York, will be 
spread nationally on a market-by- 
market basis. 


Lever Bros. Schedules Lux TV 
Show Summer Replacement 


Lever Bros. is replacing its Lux 
TV Theatre with a_ pantomime 
quiz this summer. 





Lever Bros. Starts 
New Premium Offer 


Lever Bros. will continue its new 
premium offer, reversible latex 
rain sandals for women, until July 
31. The consumer is required to 
send 75 cents and labels from any 
two Lever products for the item, 
which is said to retail for $1.75. 


Among Our Friends 
DR. SAUL IAN KREPS has 


been appointed chief research 
chemist of Van Dyk & Co., Inc. 
Previously he was research chemist 
for United Merchants Laborator- 
ies, Inc. and the Atlantic Refining 
Co. Recently he has been assistant 
professor of chemistry at the New- 
ark College of Engineering. He is 
co-author of “Industrial Organic 
Synthesis”, now in preparation. 


MRS. BETTIE STANTON has 
been appointed special representa- 
tive for the Verona Chemical Co. 
covering the cosmetic industry. She 
will work through their offices at 9 
South Clinton St., Chicago. 


DR. IVOR GRIFFITH was the 
subject of a testimonial at the 
Spring Alumni Reunion Dinner of 
the Philadelphia College of Phar- 
macy and Science on Thursday 
May 24. He was presented with a 
tooled testimonial book, a doctor's 
cap and a gown. Dr. Grifhth, a 
graduate of the class of 1922, has 
just completed his tenth year as 
president of the college. 


KENNETH W. CALDWELL, 
vice president and advertising di- 
rector of Sales Builders Inc. recently 
visited Chicago and New York 
City on a_ two-week sales and 
advertising research trip for the 
Max Factor Hollywood products. 
MAURICE R. CHEZ, Sales Build- 
ers president, accompanied him on 
his way back to Hollywood. Mr. 
Chez has just conducted the firm's 
annual eastern division sales meet- 
ing in Chicago. 


ARTHUR L. DOWLING, ad- 
vertising and sales promotion man- 
ager and assistant secretary ol 
Dodge & Olcott, Inc., New York es- 
sential oil house, has been recalled 
to active duty in the U. S. Navy. 
He is scheduled to return to the 
firm at the expiration of his service 
term. MRS. RUTH FARN 
WORTH, formerly associated with 
Peck Advertising Agency, has taken 
over his duties as advertising 
manager. 
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WILLIAM ENGLEHAUPT has 
been appointed sales promotion 
manager of the Helene Curtis In- 
dustries, Inc., retail division. Mr. 
Englehaupt was for many years as- 
sociated with the Pepsodent divi 
sion of Lever Bros. 


kK. SCOTT PATTISON | has 
been appointed manager of the 
glycerine division and fatty acid 
section of the Assn. of American 





E. Scott Pattison 


Soap & Glycerine Producers, Inc. 
Mr. Pattison was formerly execu- 
tive vice president of the G. M. 
Basford Co. 


PIERRE WERTHEIMER, 
Bourjois Inc. sailed for France May 
31 for a combined business and va- 
cation trip. 


CHARLES BRYAN, Firmenich 
& Co., New York, N. Y. sailed May 
31 on the Queen Mary to attend a 
directors meeting of the parent 
firm, Firmenich & Cie, Geneva, 
Switzerland. He was accompanied 
by Mrs. Bryan. The trip will in- 
clude visits to Paris and Grasse, 
France. 


HENRI ROBERT, director of 
the de Laire division of Dodge & 
Olcott, Inc. left New York on May 
25 for Paris via Air France. He in- 
tends to work in the firm’s French 
laboratories near Paris until Sep- 
tember, when he and his wife 
expect to return to New York to 
continue his research in the de 
Laire division laboratories there. 


ARTHUR M. ADLER has been 
promoted from works manager to 
vice president of Helene Curtis 
Industries, Inc. Previously he was 
director of purchases. He has been 
with the company since 1939. 


SIDNEY FACTOR, of the for- 
eign trade division of Max Factor & 
Co. flew to Mexico City on Friday 
May 25 to attend the opening of 
the new Max Factor Hollywood 
plant there. He and branch man- 
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ager FREDERICO GERZSO offici- 
ated at the opening ceremony. The 
former plant was destroyed by fire 
last November. 


ROBERT L. POLK has been 


elected vice president in charge ol 





Robert L. Polk 


the export division at Northam 
Warren Corp., Stamford, Conn. 
The election was made at the com- 
pany’s annual meeting held in New 
York, N.Y. Mr. Polk has been as- 
sociated with the Northam Warren 
Corp. for over thirteen years. He is 
a member of the Export Managers 
Club of New York and the Seven- 
teen Club. He resides in New 
Canaan, Conn. 


GEORGE A WRISLEY, Jr. has 
been appointed general sales man- 
ager of the Allen B. Wrisley Co., 
Chicago, Ill. He was formerly man- 
ager of private brand sales. L. 


NORTON WRISLEY has been 
made assistant general _ sales 
manager. 

HAL J. FOUTS has been ap- 


pointed California sales representa- 


- 


e 





Hal J. Fouts 


tive for the Bush aromatics divi- 
sion of the Dow Chemical Co. The 
address of his office will be 6253 
Hollywood Boulevard, Los Angeles 
28, Cal. 


BERNARD J. KELLEHER has 
been <n director and treas- 
urer of Lorr Laboratories and its 
domestic and foreign subsidiary. 


BENSON STORFER, Parfums 
Corday Inc., is in France visiting 
raw material suppliers and check- 
ing up on new developments 
abroad. 


GEORGE T. HALL has’ been 
named vice-president and assistant 
general sales manager of Beauty 
Counselers, Inc. His previous posi- 
tion was in the sales department. 
Except for his period of war serv- 





George T. Hall 


ice, he has been continuously with 
the firm since 1940. MRS. FLORA- 
BELL PUNDT has also been pro- 
moted to vice-president of the com- 
pany. She will be in charge of the 
sales research department. She has 
been with Beauty Counselors since 


I9tl. 


HARRY J. LEHMAN, Sr., presi- 
dent of the Wildroot Co., Inc., Buf- 
falo, has been elected to the board 
of directors of the Buffalo chamber 
of commerce. 


Obituaries 


Arthur Connolly 


Arthur Connolly, former presi- 
dent of the Foragers, who has been 
associated with some of the leading 
houses in the toilet goods field 
died from cancer June 3. 


Peter R. Buettner 


Peter R. Buettner, sales agent for 
the Noxzema Chemical Co. and 
the Kurlash Co., who had been in 
the cosmetic business for over 30 
years, died June 4 at the age of 65. 


Reginald Knock 


Reginald Knock, 40, syndicate 
sales manager of the Toni Co., 
died May 22 at Miller Hospital, St. 
Paul, Minn. Mr. Knock was born 
in Oakes, N. Dak. on January 10, 
1911. He attended Butler Univer- 
sity, Indianapolis, Ind., and Knox 
College, Galesburg, Ill. He was a 
member of the Masonic order. 
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NYTAL 300 
the Gnecr talc 


1100-mile-per-hour jets of high-temperature compressed 
air whirl particles of high grade talc ore around in a 
fluid energy mill to produce Nytal 300 . . . a finer, softer 
talc than could be obtained by any of the conventional 
grinding methods. 


Each tiny particle in the air stream literally shatters 
itself against its neighbor to give an average particle 
size of only 1.8 microns by air permeation. Only a trace 
of Nytal 300 is left on a 325-mesh screen. 


This fine talc offers you greater softness, adherence, 
covering power, and resistance to wetting, as well as a 
good white color (Higgins Brightness approx. 91). 


R. T. VANDERBILT CO. 


write today for sample specialties department 


and further information 230 Park Ave., New York 17, N.Y. 


AMERCHOLS 


are naturally superior 


The AMERCHOLS are surfactants which are NATURALLY good for the 
skin and hair. They are odorless, color free forms of cholesterol and 


related rare sterols which we isolate in purified form from animal 


tissues. They are stable in the presence of acids, alkalies and most 
drugs. 


Try AMERCHOL L-101 in your hair preparations. It is a highly 
effective liquid-cholesterol penetrant. 


WE KNOW OF NO CASE OF ALLERGY DUE TO AN AMERCHOL 


Our research laboratories are available to you for advice and information. : 
Our booklet will help you formulate the AMERCHOLS in O/W and AMERICAN CHOLES z201 
W/O emulsions. MILLTOWN, NEW Jeasey 


i) 
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Market Report 


Floral Oil Prices Advancing 


SEVEN cent a pound reduc- 

tion in butyl prices by a ma- 

jor producer and an _ in- 
crease of 50 cents in California 
lemon oil were among the high- 
lights of the raw materials market 
over the past month. Regarding 
the longer term outlook present 
conditions suggest a tightening in 
the supply position in glycerin 
late this year and a possible rise in 
the price of Californian orange oil. 
The reduction in butyls, namely 
butyl acetate and butyl alcohol was 
announced by a major producer in 
an effort to meet competitive con- 
ditions which have been slowly de- 
veloping as the result of a quieter 
demand. 


Lemon Oil Up 


The increase of 50 cents a pound 
in lemon oil was announced by the 
Products Department, California 
Fruit Growers Exchange. The oil 
distributed by Fritzsche Brothers, 
Inc., and Dodge & Olcott Inc. is in 
a generally tight supply position 
which in turn has been brought 
about by the high prices quoted 
from Italy and the difficulties ex- 
perienced by local impcrters to im- 
port the oil because of economic 
restrictions. It was the first change 
in the oil this year. With the most 
active consumer season approach- 
ing in the soft drink trade, demand 
for the oil is likely to become more 
pressing in the weeks ahead. 

A possible increase in California 
orange oil is predicted in trade cir- 
cles on the basis of the overall sta- 
tistical position of the article, the 
coming heavy consumer season, and 
the almost total absence of orange 
oil from Florida which has f r the 
past two years served to depress the 
market. The tightness in the sup- 
ply of both orange and lemon as 
well as threatened higher costs may 
tend to encourage a greater use of 
some of the fruit flavors in soft 
drinks over. the summer months, 
some trade observers believe. 

New business in glycerin was ra- 
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ther sluggish over the past month 
since there prevailed a_ consider- 
able amount of uncertainty with 
regard to price restrictions. Refin- 
ers were having little difficulty in 
shipping out about everything that 
was produced against back orders, 
however, and behind the surface 
there was a general feeling that 
availability may again be a prob- 
lem by the latter part of the year. 

For a time it was expected that 
additional production of synthetic 
glycerin would begin to appear in 
the last half of this year, but latest 
reports indicate that it probably 
will be early next year before ad- 
ditional units for the production 
of synthetic material are com- 
pleted. The continued absence of 
normal receipts of crude material 
frem the Argentine may also be 
felt later in the year. 

Toward the close of last month 
proposed dollars-and-cents ceiling 
prices on natural crude and na- 
tural refined glycerin’ sold in 
bulk lots of 500 pounds or more 
were discussed with the Office of 
Price Stabilization by the Glycerin 
\dvisory Committee. The commit- 
tee also discussed ceilings for natu- 
ral refined glycerin when sold by a 
refiner or converter in tin  con- 
tainers. The new price regulation, 
OPS indicated, will be patterned 
after the old OPA Maximum Price 
Regulation during World War II. 


Floral Oils Stronger 


Many of the floral oils were 
marked with a considerable degree 
of strength. In fact replacement 
costs of Bourbon ylang ylang hav- 
ing more than doubled within a 
relatively short space of time, have 
made it virtually impossible for 
dealers to pay such prices for the 
purpose of reselling the oil in this 
market. Many other floral oils from 
France likewise displayed consider- 
able strength. 

Oil lemongrass weakened only 
after the quotations hit a record 
high level of over $5 a pound. The 


softer tone was attributed to new 
crop influences but trade observers 
pointed out that quotations will 
have to drop further to make it 
possible for derivative manutactur- 
ers to use this article and be 
within the limitations established 
under present economic controls. 
Other items showing a degree ol 
softness included citronella, patch- 
ouli, coriander. 


Aromatic Chemicals 


Aromatic chemical manufactur- 
ers continue to feel the shortages 
in certain basic chemicals includ- 
ing chlorine, naphthalene, benzol, 
toluol and the cresols. An alloca- 
tion order was recently put into 
effect restricting users of sulfuri« 
acid to 80 percent of the quantities 
used last year. Directly or indi- 
rectly the sulfuric acid shortage 
will be reflected in virtually all 
chemical production by apprexi 
mately 15 to 20 percent. 


Favorable Mint Crop 


There was considerable specula- 
ticn regarding the coming mint 
crop. Considerable efforts are un- 
derway to prevent disease. The 
crop cutlook in the Far West is re- 
garded as quite favorable but it is 
still very early to make any predic- 
tions regarding the coming yield or 
quality of the oil. 

After dropping to below $11 pe 
pound, menthol turned consider- 
ably firmer and at the close of the 
peried it was difficult to locate any- 
one who would sell the article at 
less than $12. The replacement 
outlock is regarded as very strong 
and by September the market is 
expected to be to $14 a pound or 
higher. No sizeable quantities are 
in sight from Japan until late Fall 
when another mint crop becomes 
available and recent trade barriers 
set up by Great Britain against 
China will undoubtedly leave less 
Brazilian menthol available for ex- 
port to the United States. 
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BOXMAKERS 


‘ . 


OF 
FINE 


LABELS 
TAGS & 
PACKAGES 


154 WEST 14TH STREET, NEW YORK Il, NEW YORK 
TEL: OR.5- 0228 


THE AMERICAN PERFUMER, 48 West 38th Street, New York 18, N. Y. 


Send THE AMERICAN PERFUMER to me for one full year for just $3.00. 
(Add $2 yearly postage outside of U. $., Canada & South America) 


CL) Bill Me 
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DIE STAMPING 


§ Telephone: 
COLUMBUS 5-5600 


Iso Propyl Quinoline e 


Linalyl Anthranilate 


EAIRMOUN) 


ENGRAVING 
* 


EMBOSSING 


Cable Address 
HORNLABELS NEW YORK 





Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Isobutyl Quinoline 
Ethyl Anthranilate e Butyl Anthranilate 


Skatol 
Linalyl Isobutyrate 


CHEMICAL CO., 


600 Ferry Street Newark 5, N. J. 





No Selling Talk — Just Lots of 
Room for Your Name 


C Bill Company 





() Payment Enclosed 


Dn ce ce ec em me ce ee ee ee ee 
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PRICES IN THE NEW YORK MARKET 


SEUETUNNT TURN TTOHHEN I OTETTOLOOTUEDIERDETEOETOOTTE TED ITNONTOOND Hie een none rt 





(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS 


All prices per lb. unless otherwise speci- 


Almond Bit, FPA per lb... 3.25@ = 4.25 

CE: ceases wen dns 654 90 
Apricot Kernel .......... 2@ ~~ «70 
Amyris evel eaten at L75@ 2.50 
Angelica ON eee ee 150.004 190.00 
ere 2.000 2.25 
Aspic (spike) Span ...... 3.30@ 3.90 
Avocado bocadecwaneee 1.10@ 1.50 
OT a 1.70@ 2.00 
I a. ad cyan eaens 11.50 Nom’l 

CE ct acd iWin bh wer 3.85@ 5.25 
Birchtar, crude ........... 1.65 Nom’ 
Birchtur, rectified ......... 4.254 4.80 
NN OY ck veweeuenes 1.90@ 5.75 
Ce nt is kh sckceaniws A0G 60 
Oe Pere 2.50@ 2.75 
Cajuput (technical) ...... 2.40@ 2.55 
CR. cacecneckhévercees. Sa ae 
Camphor “White” ........ 654 70 
Cananga, native ........... 8.25@ 10.00 

ED «dv iidivenneewis 950@ 985 
NN RE OCC CEe 1.05@ 5,10 
CEE hcdciacecavucce 60.004 85.00 
ee ee or ere 10.004 48.00 
Cassia, rectified, U.S. P. .. 5.254 = 6.00 
Come ee DD. Bo Pes cuvccss 3.254 3.50 
Ce WD ods o ce enseeh 154 80 
St < ccenaddevetese deel 17.00@ 17.75 


Chamomile Hungarian 


Cinnamon oil, Bark ....... 


Leaf 


280.004 325.00 
35.00@ 50.00 
3.50 Nom’ 


Citronella, Ceylon ........ 
BE nc hia ew etaedaudea 
Java type ..... 

Cloves, Zanzibar ........ 
Madagascar ...........- 

CU ea vecinieiccunedus 

Coriander ........ 

GRE? cvenscankwa o eeuwn 

Ce ec acuidee teadoreae tay 

Dill 
Weed 
re ee 


Erigeron 
Eucalyptus .... 
Fennel, Sweet 
Garlic (0z.) 
Grapefruit 
Geranium, Rose, Algerian . 
Bourbon 
Turkish 
Ginger EE ee ee 
Guaiae (Wood) 
Hemlock 
Juniper Berry 
Laurel Jeaf .. 
RN xt ca eae.cadcncas 
Lavender, French 
| re 
Italian 
Lemongrass 
Limes, distilled 
Expressed 
Linaloe wood 
Lovage (oz.' 
Mace Ceeeeeeseseseeseeses 
Marjoram 


2.254 
3.004 
2.154 
3.10 
3.55 


2.500a 


. 30.00 


5.00@ 


v.f0@ 


1.35 
6.254 
5.504 
1.304 
2.454 
7.254 
2.004 
26.004 
26.504 
8.754 


1.904 
2.504 
3.004a 
4.004 
4.254 
1.754 
5.004 
8.00 
$.154 
6.954 
8.100 
4.254 
1).00@ 


2.60 
3.40 
2.50 
Nom’! 
Nom’! 
3.00 
35.00 
6.20 


7.25 


4.60 
6.85 
6.00 
1.55 
3.20 
7.70 
2.50 
32.50 
32.00 
10.00 
25.00 
2.20 
2.80 
4.25 
4.85 
5.00 
10.00 
5.10 


Nom’! 


5.00 
7.25 


8.80 
4.50 
12.00 
6.00 
4.50 


Neroli, Bigarde P. ........ 85.00@ 95.00 
Petale, extra NF ........ 155.00@ 180.00 
PRO Sinan vacus $40@ 5.75 
Ocotea Cymbarum ........ 85@ 1.00 
MUI 6 osicrd wiccrnive neues 5.30@ 7.00 
CRIN Facdesacdevckuas 15.00@ 48.00 
Orange, Florida .......... 3.00 Nom’ 
MIS ud cG.0: ancuwne 1.50 Nom’ 
Ce MINE aes a ce wea awe 2.504 
SINE Ca ci dcddicadenes 1.10@ 
Orris Rvot, abs, (0z.) ..... 65.00@ 70.00 
PIS «inc wrecneceagaes 36.00 Nom’l 
Patchouli ................ 20.00@ 24.00 
Pennyroyal, Amer, ..... 4.10 Nom’! 
IN acces alecunses 5.00@ 5.50 
Peppermint natural ...... 7.35@ 7.65 
ee 7.85@ 8.20 
PR eivecwacedauuds 3.75@ 4.00 
Pimento, Berry ....... .. 495@ 6.00 
FS er orerere 2.35@ 2.95 
Pinus Sylvestris ....... 2.65@ 2.85 
UE cituadadadunnans 2.85@ 3.20 
Rose, Bulgaria (o0z.) .... 40.00@ 60.00 
SUNNY EI edt cccee cds 26.00@ 32.00 
Rosemary, Spanish ........ 100@ 1.50 
DOO, SNEED © oe cecewacaus 110@ 2.00 
Sage, Dalmatian .......... 14.00@ 15.25 
Sandalwood, N. F. ........ 12.50@ 12.85 
Sassafras 
PNT a cv acdcedewans 85@ 1.25 
WOMEN Ss gaindadeeduead 31.00@ 35.00 
IED a détececaddawces 5.55@ 6.25 
WI hadaes) adeeeaecawns 2.50@ 2.75 
Sweet birch Southern 2.25@ 3.00 
ROU Cccncdecccncnne 190@ 7.50 
BMD catic wip seeeseaadaat 8.60@ 9.00 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 


ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 


is wholly satisfactory in giving the characteristic Orris note. 


It is therefore fortunate that these well known Bush specialties 


are now readily available. 


W. J. BUSH & CO., Inc. 


ESSENTIAL OILS... AROMATIC CHEMICALS .. . NATURAL FLORAL PRODUCTS 


LONDON 


11 EAST 38TH STREET, NEW YORK 16, N. Y. 


LINDEN, N. J. 


MITCHAM 


NATIONAL CITY, CAL. 
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for UNIFORM PURITY 
UNIFORM TEXTURE 
UNIFORM WHITENESS 

















Experimental data and prac- 
tical manufacturing experience of nearly 
100 years’ specialization in beeswax and beeswax 
compounds are at your service without cost or 
obligation. Write about your beeswax problems to 
WILL & BAUMER CANDLE CO., INC., Syracuse, 
N. Y. Est. 1855 


Spermaceti—Ceresine—Red Oil—Yellow Beeswax —Composition 
Waxes — Stearic Acid — Hydistear 





A smooth and rich floral base for Lily, Lilac, 
Jasmine and many other products... 


HYDROXAL 


¢ Stable in soap and other cosmetics .. . 
® Good Substitute for Hydroxycitronellal . . . 
e Non-irritating and inexpensive .. . 


Write for a free working sample 
for your particular product today. 


QUALITY SERVICE PRICE 
NEW YORK AROMATICS CORP. 
Essential Oils — Aromatic Chemicals 


Perfume Bases 


New York 38, N. Y. 


5 Beekman St. 






The American Perfumer 


























Pe BOE, ins ce cenncces 2.10@ 2.75 C 16 (Strawberry so-called) 6.25@ 7.10 Ethyl Salicylate ........... 100@ 1.50 
ME 4 deeb ceed ancunnen’s 2.50@ 2.90 Amyi Acetate ..........0+ 60@ «70 City Vanillim .....ccsece 6.75@ 6.80 
Valerian, extra .....00.000. 75.00@ 88.00 Amyl Butyrate ........... 100@ 1.25 REID. dccccueectavces 3.25@ 3.80 
Vetivert Amyleinnamic Aldehyde .. 2.20@ 2.40 NE Doc ancociscneweas 3.75@ 4.25 
SE. Sacivvadneuvenes 22.00@ 25.00 Amyl Formate ........... 100@ 1.25 Geranoil, dom. ........... 2.75@ 3.25 
Ps 00665 Ce Nwenweindse 25.00@ 27.00 Amyl Phenylacetate ...... 3.75@ 4.10 Geranyl Acetate .......... 3.904 4.50 
REE ino cteteeianears 29.00@ 35.00 Amyl Propionate ......... 125@ 1.60 Geranyl Butyrate ......... 6.30@ 6.65 
Wintergreen, Southern .... 3.35@ 15.00 Amyl Salicylate .......... 25@ 1.10 Geranyl Formate ......... 6.35@ 6.60 
SR? cicpudencawees 6.00@ 13.50 Amyl Valerinate ......... 2.00@ 2.50 Guaiae Wood Acetate ..... 1.65@ 5.00 
I. Nie tucnadnnsanu 7.85@ 8.75 ME a ccenaceswee weeds 160@ 1.85 Heliotropin, dom. ........ 3.50@ 3.90 
Wormwood ....... ia wk ce ee Anisic Aldehyde .......... 2.70@ 2.90 Hydrotropiec Aldehyde .... 630@ 6.85 
Ylang Ylang, Bourbon .... 23.00 Nom’l BE BOOS c6ncecsisice 5.85@ 6.00 Hydroxycitronellal ........ 9404 10.00 
DE Aad ietncees taees 12.85 Nom’l Benzyl Acetate ............ 15Q@ $85 a ere ores 20.00@ 22.00 
Benzyl Alcohol ........... 18a 85 lonones . 
TERPENELESS OILS Benzyl Butyrate .......... 2.00@ 2.35 Pe aac seateaxciussunes 10.25 Nom’! 
Benzyl Cinnamate ........ 3.30@ 3.60 WEE xcdeceadaecsnceds 8.50 Nom’! 
De - cavouvavesweeeektees 2.70@ 2.90 Benzyl Formate .......... 2.00@ 2.30 DOMIIO ee o4eccuccedenee 165@ 1.80 
DL - ¢svdnneuseeuens 18.00@ 20.00 Benzophenone.......... 165@ 1.85 [so-butyl Acetate .. ...... 100@ 1.75 
UR Gitenikass8 nee ws 30.00@ 38.00 Benzyl-Iso-Eugenol ...... 9.75@ 10.00 Iso-butyl Benzoate ........ L1G = 1.50 
DE o ceces<arendavaes 11.00@ 15.00 Benzyl Propionate ........ 160@ 2.20 Iso-butyl Salicylate ....... 2.154 3.00 
DE cacgektcenesceniees 19.00@ 52.00 Benzyl Salicylate .......... 190@ 2.10 MOIR oa dc cscvnnnwers $650 4.99 
I cy dbs nol bx SRR 80.00@ 80.00 Benzylidene Acetone ...... 2.00@ 2.75 DE ava cuexace caxaen 2.10@ 2.80 
EE Seenctueupecees 60.00@ 62.00 INGE sot cacnwed ase 5.75@ 6.35 BED idcsccccedese ake 7.10@ = 7.85 
See 135.00@ 170.00 Butyl Acetate, normal ..... lyy4a 20% Linalyl, Acetate 90% ..... 6.85 7.05 
POD bine. ccccenees 15.00@ 15.25 Cinnamic Alcohol ........ 3.10@ 3.75 Ces Catena shageieseenens £85 = (5.10 
PEE os cbudatccreae es 5.50@ 6.40 Cinnamic Aldehyde ....... 125@ 1.40 Linalyl Formate .......... 13.054 13.85 
OS. didaesancanawes 8.50@ 10.00 Cinnamyl! Acetate ........ 3.75@ 4.50 Linaly! Propionate ...... 11.90@ 1250 
CE ODS Siecsneseednna 8.25a@ 9.00 PONE Sa cxucade deseaeed 11.754 1249 
DERIVATIVES AND CHEMICALS CEE Giceasdae<uanes 4.250 4.50 Methyl Acetophenone .... 1.500 1.90 
Citronellyl Acetate ........ 4.95@ 5.20 Methyl Anthranilate ..... 1.00 Nom'l 
Acetaldehyde 50% ........ 2.15@ 2.50 Citronellyl Butyrate ...... 6.500 6.85 Methyl Benzoate ......... 69@ 1.00 
Acetaphenone ............ 160@ 1.80 CRI caeciiccescccewns 3.00@ 3.50 Methyi Cinnamate ....... 1.75@ 2.25 
ee ft eine 2.00@ 2.35 Cuminice Aldehyde ........ 5.90@ 6.35 Methyl Heptenone ....... 7.150 8.00 
or cxwea'eet eanen .. 12.604 14.00 Diethylphthalate .......... 50G a0 Methyl Heptine Carbonate 45.00@ 695.00 
Sp Lanka Kedenwes .--- 200@ 2.30 Dimethyl Anthranilate .... 5.75 6.00 Methyl Naphthyl Ketone ... 4.75 Nom’ 
ee indideneweaneen cones 13.60@ 14.50 Diphenyl Methane ........ 115@ 1.40 Methyl Phenylacetaie ..... 120@ = = 1.85 
OMe iodee eeaewe eee 2.30@ 2.65 Ethyl Acetate ..........:: 35 38 Methyl Salicylate eee e 55@ 80 
oS De Beers 9,00@ 11.00 Ethyl Benzoate .......... 854 90 Musk Ambrett2 ......... 5.35 Nom’l 
Mew iaistccntucksaweers 17.10@ 17.30 Ethyl Butyrate ........... 80@ = 95 NE ® seivandecavedn 5.30 Nonr’l 
Re Oe Gu caceenunieee ney 8.35@ 8.60 Ethyl Capronate .......... 2.20@ 3.15 BOM ara he euees 200 Nom’l 
Cee) cenciovecenevavnus 18.60@ 20.00 Ethyl Cinnamate ......... 2.45@ 2.80 Neroline (ethyl ether) 2.500 2.8 
ee cwescaeuenave 15.75@ 16.50 Ethyl Formate ............ 10@ = 80 Paracresyl Acetate ........ 2.2940 2.75 
C 14 (Peach so-called) .. 6.85@ 7.50 Ethyl Propionate ........ 20@ 1.00 Paracresyl Methyl Ether .. 2.500 3.00 





Research 
UALITY_ 


OWNERS AND DISTRIBUTORS OF THE WILSON GLIDER CLOSURES 


5 8 EAST 12th STREET 
rojas.) 3.) 7A PPS TR 


EE 






Control 
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ee 


Mkt MOLL. 


Large selection of designs in a variety 
Cl Mellel iP toe 


in.a diversity of colors, styles and 
sizes including standard 33, 38, 


43, 45, 48, 51, 53, 58, 63, 70, 
83 and 100 MM. 


Mack experience in 
designing sales-com- 
pelling, deluxe 
packaging is avail- 
able without ob- 
ligation. Consult 
packaging 
experts for 
complete 


cok g 


service. 


— supplies all 3 
quickly, economically! 


eeeeveveeee eevee eoeeeeeeeeeeeeeveeaeeeeeee 


Just call or write for fast, capable assistance on stand- 
ard closures or exclusive custom designed closures 
and packaging specialties. All standard sizes are 
available in phenolics, ureas, styrene or polyethlylene. 
Samples and prices on standard stock items will be 
supplied promptly on re- 
quest — estimates on spe- 
cialties will be forwarded 
upon receipt of your draw- 
ings or blueprints. Please 
address inquiries to 
Mack Molding Co., Inc. MOL gb 

Main Street, Wayne, N. J. EXCELLENCE 

* + * © THREE FULLY-EQUIPPED PLANTS TO SERVE YOU +++ 6 
WAYNE, NEW JERSEY - ARLINGTON, VERMONT » WATERLOO, P.0.. CAN. 


4188 June, 1951 


* 
[ ONSTANT research, skillful blending and ® 
development of subtle aromatics by the 
Perfume Chemists of N.B.W. assures the 
quality of its Essential Oils, Aromatics and 


Floral Creations. 


To be sure of constant high quality and lasting 


consumer acceptance of your products... 
Rely on NEUMANN-BUSLEE & WOLFE, Inc. 
where RESULTS have merited your repeat 


business since 1920. 


Se a See 


226 W.Huron St. Chicago 10, Ill. 


MMi 


ONSOLIDATED 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 


SHEET METAL GOODS : SPOUTS : SPRINKLER TOPS : DOSE CAPS 


A. CAVALLA, ine. 163 wesr t8ru Srnerr, NEW YORK 1, LY 


The American Perfumer 





Paracresyl Phenyl-acetate . 
Phenylacetaldehyde 50% . 
100% 
Phenylacetic Acid 
Phenylethyl Acetate 
Phenylethyl Alcohol 
Phenylethyl Butyrate 
Phenylethyl Propionate ... 
Phenylethyl Salicylate .... 
Phenylethyl Valerianate 
Phenylpropyl Acetate 
Safrol 
Seatol C. P. (oz.) 
Styrolyl Acetate 
Vanillin (clove oil) 
(guaiacol) 
Lignin 
Vetiver Acetate 
Violet Ketone Alpha 
Yara Yara (Methyl ether) . 


4.75@ 
2.75@ 
4.10G 
1.654 
2.00@ 
1.75@ 
4.20@ 
3.404 
4.35@ 
5.70@ 
3.504 
1.50@ 
2.65@ 
1,.90@ 
5.00@ 
3.00@ 
3.00G 


9,.90@ 
2.25@ 


BEANS 


Tonka Beans Surinam .... 
Angostura 
Vanilla Beans 
Bourbon 
Mexican, whole 
Mexican, cut 
Tahati 2.754 


1.00@ 
1.75@ 


SUNDRIES AND DRUGS 


OE vawesdveaanedveaee 104a 
Ambergris, ounce 8.004 
Balsam, Copaiba 2.00@ 

Peru 2.504 
Beeswax, bleached, pure 

re ae Be on 

Yellow, refined 
Bismuth, subnitrate 
Borax, crystals, carlot ton . 
Boric Acid, U. 


804 
13@ 
2.654 
61.254 
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NNN ew 
cunaw 
Suaanne 


—_ 
= 
= 
= 


47.50@ : 


81.25 


S. P., ton 129,00@133.50 


Calcium, Phosphate .08@ 
Phosphate, tri-basic .... .06°4@ 

Camphor, pwd., domestic . .60G 

Castoreum, nat., cans 7.10@ 

Cetyl, Alcohol 1.50@ 

Chalk, precip. bags, clts .. .0274@ 

Cherry Laurel Water, jug, 
gal. 

Citric Acid 

Civet, ounce 

Cocoa butter, bulk 

Cyclohexanol (Hexalin) 

Fuller’s Earth, Mines ton .. 

Gers: Ga. Te ncceccuccus 

Gum Arabic, pwd. ........ 
Amber 

Gum Benzoin, Siam 
Sumatra 

Gum Galbanum 

Gum Myrrh 

DE NG coc ddvcescuus 

Kaolin 

Labdanum 

Lanolin, hydrous 32a 
Anhydrous 34 

Magnesium, carbonate .... .1144@ 
Stearate 40@ 

Musk, ounce 

Olibanum, tears 
Siftungs 

Orange Flower Water, gal. 

Orris Root, Italian 

Paraffin 

Peroxide (hydrogen U. S. P.) 
Dl ccasakuiadccasstaae 03344 

Petrolatum, white ........ 06344 

Quince Seed 1.00@ 

Rice Starch 18@ 

Rose flowers, pale A0G 

Rose Water, jug (gal.) .... 1.50@ 

Rosin, M. per ewt. ........ 9.954 

Salicylic Acid 


1.25 
.2814@ 
4.50@ 


30@ 
27.00@ 
4G 

214 
AS 4G 

3.504 

.65@ 

804 

30@ 

254 

05@ 

5.00@ 


204 
164 
1.75@ 


38.00@ ¢ 


08% 
071, 
62 
15.00 
1.55 


.03 


Nom’! 


29% 
15.00 


0.73@ 0.73% 


32 
30.00 
59 
.22 
16 
3.85 
70 
95 
37 
27 
07 
00 
34 
36 
14 
42 
.00 
25 
18 
2.25 
26 
07% 


05 
0834 
1.50 
22 
48 
2.00 
10.00 


42@Nom’'l 


Saponin No, 1 

Silicate, 40°, drums, works, 
100 pounds 

Sodium Carb. 
58% light, 100 pounds .. 
Hydroxide, 76% solid, 100 
pounds 

Spermaceti 

Stearate Zinc U. S, P. 

Styrax 

Tartaric Acid 

Tragacanth, No. 1 

Triethanolamine 

Violet Flowers 

Zine Oxide, U.S. P. etns. .. 


1.60@ 


3.35@ 
34@ 
16@ 

1.50@ 

39144@ 

4.25@ 

26! 4@ 


194@ 


OILS AND FATS 


4.62 


4.55 
37 
48 

1.85 
41 

4.50 


27) 


GD wi’ 
1.85 Nom’! 
20% 


Castor, refined, drums .... .3844@ . 


Coconut, crude, Atlantic 
ports, tanks 
Double distilled, drums .. 
Corn, crude, Midwest, mill, 
tanks 
Corn Oil, refined, tanks .. 
Cottonseed, crude tanks .. .2244@ 
Grease, white ............ 14%,4 
RiGte C ONO. ocnceccases 17354@ 
Lard Oil, common, No. 1 
drums 
Olive, edible ( gal.) 
Peanut, refined tanks ...... 
Red Oil, single distilled 
drums 
Double distilled 
Stearic Acid 
Triple Pressed 
Double Pressed 
Tallow, acidless, drums ... 
Tallow, extra 


27444 


224 


3.004 


25 


the introduction of this new face powder material 

f of it have constantly increased because the use of 

fually represents a development in fine face powders. 

} exceptional silky. soft, smoothness, the complete ab- 

of odor and the extremely fine particle size of it. 

Plus its extraordinary adhesiveness actually improves a 
ice powder in which it is used. As little as 5%, added to 
your formula will bring about this result although it is 
being used in some face powder to the extent of 15% and 
@ formula is offered showing its use in this percentage. 
Samples are at your disposal and we believe that this 
is one of the Plymouth products which warrants a serious 
investigation by every face powder manufacturer be- 
cause it has real merit and will improve your product. 


a 
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CLASSIFIED ADVERTISEMENTS 


Rates per line, per insertion: Business Opportunities, $1.00; Situations Wanted 


and Help Wanted, 50c. Please send check with copy. 


BUSINESS OPPORTUNITIES 


FORMULAS WANTED: Gardenia, Hyacinth. Write T. M. Box 
2913. The American Perfumer, 48 West 38th St., New York 18, N.Y. 


PRIVATE LABEL STICK COLOGNE: We can offer the very 
best quality and handle large production volume. Many years 
experience—we are the originators. At present supplying some 
of the largest concerns in the country. Write Box No, 2916. The 
American Perfumer, 18 West 38th St., New York 18, N. Y. 


FOR SALE 


FOR SALE: Small long established cosmetic business manufac- 
turing fine treatment preparations, wholesale retail, also exclusive 
salon business. Write Box No. 2914. The American Perfumer, 


18 West 38th St.. New York 18, N. Y. 


FOR SALE: 1—Practically new Micro-pulverizer 71-SH; 1-CST 
Strand Cap Tightner; 1-American Brake Air Compressor; 20- 
Gallon ASME Tank; Ertel Filter, Ertel Can Vacuum filler; 86 
ML Poney Labelrite; G-1-D Single Unit Stokes & Smith Universal 
Powder Filling Machine; Stainless Steel Jacketed Kettle, 40 gal. 
DAY LABORATORIES, INC., 689 So. 16th St., Newark, N. J. 
ESSEX 5-2442. 


FOR SALE: Manufacturer of “Self-Acting” face creams that 
requires no rubbing or massaging originators of “Face Lifting 
Without Surgery” sold by mail and through beauty salon, will 
sell, Opportunity to acquire old established business. NEW WAY 
LABORATORIES, 132 West 72nd St., New York 23, N. Y. 


FOR SALE IN ONE PACKAGE: Over 50 formulae, bottles, jars, 
caps, labels, over 1500 gallons of cologne by manufacturer of 
complete line of cosmetics since 1912, For sale with this fine 
business, also a large Beauty Salon in the heart of Washington, 
D.C.s exclusive Connecticut Avenue. A golden opportunity! 
Write to Louey Venn of London, Inc., 1224 Connecticut Avenue, 
Washington 6, D. C. 


COLLAPSIBLE ALUMINUM TUBES: for all creams and pastes. 
Delivery fast and convenient by THE HENNEUX CO., 45 West 
73rd St., New York 23, N. Y. SC 4.5370 


HELP WANTED 


TUBE FILLING!!! Services offered. Experienced Pharmaceutical 
manufacturer with modern tube filling, powder and manufactur- 
ing facilities with experienced staff has open time for contract 
work. Anything that goes into a collapsible tube as Medical 
Jellies, Ointments, Creams, Dentifrices, etc. DAY LABORATO. 
RIES, INC., 689 S. 16th St., Newark, N. J. ESSEX 5-2442. 


SITUATIONS WANTED 


EXPERT PERFUMER-CHEMIST with over 15 years of ex- 
perience with leading European and American house available. 
Excellent knowledge of all types of cosmetics. Write Box No. 
2915.The American Perfumer,48 West 38th St..New York 18,N.Y, 


CHEMIST, COSMETICS. College education. Creative, knows 
“quality.” Over 10 years experience as Head Chemist for large 
companies. Experience in buying. Write Box 2897, The American 
Perfumer, 9 East 38th St., New York 16, N. Y. 


190 June, 1951 





SITUATION WANTED ond 


SALES EXECUTIVE with broad experience and splendid con- 
tacts in the essential oil and perfumery industry seeks new 
connection. Fully experienced to manage branch office. Will lo- 
cate anywhere. Principals only. Write Box 2917. The American 
Perfumer, 48 West 38th St.. New York 18, N. Y. 





OUR CHEMICAL CONSULTANTS CAN HELP YOU 
In Cosmetic Formulation and Improvement 


We likewise serve in Packaging Problems . . . Perme- 
ability and Dermatological studies . . . Organoleptic Panel 


Tests on Taste, Odor, Flavor Evaluation. 


Write Today 


for Booklet No. 3 


ObR Ea ano ee a, ae eee 
Na eee OLE as 


29 W.15'*? St. New York IILNY 


“The Chemical WArkins 4-8800 


Your Bacinesc” MATa AAiukOi 
CHEMICAL SERVICE 









talk to the man 
who wants to buy ! 


e@ There’s no better prospect than the man who 
wants to buy your product or service. American Perfumer readers 
are preconditioned looking for products they need—your 


products! 


@ Use the classified columns of the American Per- 
fumer to reach them, See what a wallop a little space can pack. 


® Classified Dept. 


THE AMERICAN PERFUMER 


48 West 38th St. New York 18, N.Y. 






READ 


The American Perfumer 


AT HOME 


THE AMERICAN PERFUMER, 48 W. 38th St., N. Y. 18, N. Y. 


Send THE AMERICAN PERFUMER to me for one full year for just $3.00. 


(Add $2 yearly postage outside 
of U. S., Canada & South America) 


C) Bill Me C) Bill Company [-] Payment Enclo:ed 


SI 0 56:99: ds bce, wih dois ne ouks of Wise &. have aw erate ane Ai 


NIL hs 13 1a 75.0.6 oes ew id Been PN ore hacel Sg ece es oe ean 


2 
Q 
3 
® 


r 
| 
! 
| 
! 
! 
! 
! 
! 
I 
! 
! 
! 
| 
| 
! 
! 
I 
! 
I 
! 
! 
| 
| 
! 
| 
| 


The American Perfumer 



















THE C. E. ISING CORPORATION 


MANUFACTURING CHEMISTS 
AROMATIC PRODUCTS 


L’ART de la PARFUMERIE par EXCELLENCE 


DR. JEAN JACQUES MARTINAT 


PERFUMER-CHEMIST CONSULTANT 

























Perfumes FLORAL BASES 

Cosmetics Creations of Highly Original Perfumes 

Toilet Article Duplications of Most Difficult Fragrances ISOLAROMES 
Unique Kind of Professional Services. (Fixatives) 
































TRUODORS 
(For Perfumes and Toilet Waters) 
FOUNDED 1908 
FLUSHING ° NEW YORK 


333 WEST 52ND STREET, NEW YORK 19, N. Y 


Kindly |! 
ee TEL. PLAZA 7-3861 






ARTHUR H. BEHR, Ph.D. 


Consulting Chemist and Perfumer 


| Development and Application of Aromatics for any ) 
| 84 HILLSIDE AVE. VERONA ato VERONA, NEW JERSEY FIFTH AVENUE 
= 7 | PROTECTIVE ASSOCIATION 


ALBERT B. PACINI, Sc.D. 


Cosmetic Consultant 


142 Lexington Ave. Our Own Building 
New York 16, N. Y. 


Processes Products 
208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 


| 46 Years of “RESULT PRODUCING” Service 





Proves Our Worth. The ‘TRADES Recognized 
eee C. CREDIT and COLLECTION AGENCY. 


MEDICINALS COSMETICS | “TRAVELING ADJUSTORS == RESULTS” 


Specializing in Labeling and Advertising 
to meet Federal and State Regulations 


Appointments promptly arranged 
57 Fourth Ave. Telephone ORange 5-9007 East Orange N. J. 











Absolute French Perfume Bases 
Bo Prytz, Ph.D. All of the Most Popular Types 


Consultant e e 
Enzymes, analysis, pharmaceutica!s, Series 300 Oils 


drugs and cosmetics 


Cold Spring Harbor, L. 1., N. Y. | Water Soluble Perfume Oils 


NOW AVAILABLE! Exquisite Perfumes in Bulk 
COSMETICS & HOW TO MAKE THEM Pe fae tan AE I 


By Robert Bushhy consulting Department is always at your service. 
Third Edition, 1945 $3.00 postpaid 


wt tan, Eee ee ee Kk. M. — ee 


MOORE PUBLISHING CO. 433 Stuyvesant Avenue Irvington 11, N.J. | 


B-W LANOLIN USP. 


EV ENTUALLY—For better creams, with economy 


B-W Lanolin the superior quality puts into your cream that which gives the 
skin that smooth soft velvety feeling. 











B-W Lanolin will never cause your cream to darken, is best by test and con- 
tains over 15% free and combined Cholesterol. 


No other base used in your cream, equals the merits of B-W Lanolin. 


B-W HYDROPHIL (Absorption Base) Made in U.S.A. 


BOPF-WHITTAM CORPORATION 


Executive Office, Laboratory America’s Original Lanolin Producer Sales Office: 509 Fifth Ave. 
and Factory: Linden, N.J. ESTABLISHED 1914 New York, N.Y. 
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Alrose Chemical Co. ...........+.- — 
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Consolidated Fruit Jar Co. .......... 488 
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ee ee See 136 


Estralko, BE ete Kaa kik sine Sa iacuiae 6% — 


Fairmount Chemical Co., Inc. ...... 484 
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FOR FAITHFULNESS OF PURPOSE and for true staying qualities Fleur 


de Aluguet cannot be excelled. The constancy of this sweet, flowery 
specialty makes its employment almost imperative from an economy 


standpoint. ~ Fleur de Muguet provides a most desirable light note, 


making it highly acceptable to many, many perfumes. ~ Write us for a 


complimentary sample (10% solution) on your company letterhead. 


Address Division AR-S. 


BUSH AROMATICS 


DIVISION OF THE DOW CHEMICAL COMPANY 
629 Grove St., Jersey City 2, New Jersey 


Exclusive sales representatives for Synarome in the United States, Canada and Cuba. 





Particularly valuable and timely 
now in view of the continuing 
shortage of natural vetiver. 


Another advantage of 


Vetyrisia is its price, 
which is not subject to 
marked fluctuation. 


CHICAGO OFFICE: 612 NORTH MICHIGAN AVENUE «+ IN CANADA: CARAMEED, LTD., 350 WALLACE AVENUE, TORONTO 
GENEVA, SWITZERLAND eo ~ > Pwr th, FRANCE e . * LONDON, ENGLAND 





